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Watch It—The FTC 
Cracks the Whip | 


Angered by quiz show and payola dis- 
closures, the FTC begins clamping down 
on “rigged” commercials. You could be 
the target 

see page 2 


A Small One 
Can Look Big 


For only $20,000 dealer Frank Dickinson . 


built himself a really impressive store 
see page 14 


SINGING THE BLUES 


How To Drop $100,000 
In One Easy Lesson 


Only one exhibitor turned up at an ambi- 
tious Music Show in Chicago. It cost the 
promoter $102,000—but he’s going to try 
it again 

see page 3 


KEEPING THE SABBATH 


Jersey Puts the Lid 
On Sunday Selling 


In some parts of the state, that is, and for 
some kinds of merchandise. What’s hap- 
pened so far, however, is only a prelude 
to what’s likely to take place soon 

see page 4 


They’re Putting All Their Chips 
On the Appliance Business 


More space and time for appliances—and 
not for sidelines—is expected to result 
from last week’s merger of New York’s 
big Friend!y Frost chain and Gerry Kaye’s 
self-service laundry business 

see page 2 
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Is Roquefort Cheese the Answer to 


WHAT'S WRONG 
WITH STEREO? 


INDUSTRY SALES LAG well behind predicted pace and unit 
volume, once pegged at 5 million pieces, may come 
closer to 4 million. That’s why. . . 


INDUSTRY HEADS MET last week in Los Angeles to discover 
what’s wrong. . . and to look for remedies. One 
suggestion: “That the industry grow up and begin 
telling a simple and exciting story.” 


And at that point somebody recommended 
Roquefort cheese as a remedy. 

The somebody was Pilot Radio’s L. M. 
Sandwick, chairman of the newly organized 
phonograph section of the Electronic Indus- 
tries Assn. He cited the successful efforts of 
the Roquefort cheese industry as a possible 
pattern for a much discussed’ national con- 
sumer educational campaign to relieve some 
of the confusion in the stereo delicatessen. 

Sandwick wants such a campaign and is 
impressed with the way the cheese people— 
and the house trailer industry—have done 
a similar job. Two weeks ago in New York 
his EIA section proposed such a drive and 
last week in Los Angeles the EIA board of 
directors continued to talk about it. EIA had 
reached no decision at press time but had 
been promised cooperation from components 
makers through the Institute of High Fidel- 
ity Manufacturers. 


The reason for their concern was obvious. 
The public, never too clear about hi-fi, be- 
came increasingly confused about stereo— 
and apparently is really baffled by two- and 
three-channel sounds, “holes in the middle” 
and a good bit of stereo talk. 

The figures prove that. In January most 
makers predicted a five million-unit vear. 
In June they scaled this to 4.8 million and 
now estimates hover at 4.5 million with some 
even lower. At the end of nine months in 
1958 the industry had sold 2.4 million units 
and carried a 30% inventory. At the same 
time this year sales were 2.5 million with a 
31% inventory. 

The inventory worries the industry. At 
factory it’s up only 10%; at wholesale it’s 
down 3%. But at retail it’s up 28%. And, 
those who did buy stereo weren’t spending 
the high-end money the industry expected. 

Continued on page 6 





Motorola Goes After 28 Million Drivers With FM 


Motorola introduced a new frequency 
modulation car radio today, opening up a 
28 million-customer market. 

The company will go after the market in 
February when the new FM-900 is expected 
to hit retail floors. 

The new customers are drivers of the 28 
million cars on the road which will accept 
the new radio. Motorola believes the market 
is big, too, because the market for home FM 
sets is large. About 15 million home sets 
are in use. 

Did imports force the market? Motorola 
disclaims the idea. 

The new radio comes now because Motor- 
ola now can do the job the way its engi- 
neers believe it should be done—with the 
regular type of antenna, without interfer- 


ence with decent sound and on a mass basis. 
But imports did build the market, Motorola 
officials admitted. 

With a suggested retail price of $125, the 
FM-900 can be used on any 12-volt-equipped 
vehicle with a negative ground. That means 
many trucks, boats and foreign cars and al- 
most all automobiles built by American man- 
ufacturers since 1955. 

The dial of the new set which Motorola 
unveiled is marked distinctively with an 
“F.M.” The radio is, of course, powered by 
transistors. Knobs, housing and numerals are 
of clean, modern design. 

FM car radios, which give “hi-fi” perform- 
ance for the motorist gliding along the high- 
ways, have been previously imported from 
German manufacturers. 
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With a Grin, Two Bears, and a Derby... 


... Harry McDavitt introduces Norge’s 
1960 refrigerator line. McDavitt is 
sales promotion manager at Norge, 
and this year he'll be promoting a 
line that includes two frostless mod- 
els, called “Never-D-Frost,” by Norge. 





So far, during a cross-country swing, 
Norge has shown just four models to 
distributors, both Never-D-Frost and 
standard. Norge’s Never-D-Frost CTS- 
F13 carries a $379 list, is frostless in 
refrigerator only. 





Can The FTC Jump on Dealers 
In the New TV Commercial Probe? 


Apparently, if they’re rigging 
their ads. Anyone is fair game 
when the Federal Trade Com- 
mission tightens the screws. 


And, in line with the continuing 
Congressional investigations of TV 
quiz shows and payola, it looks as 
if the FTC will be unleasing a burst 
of complaints against advertisers. 

Main targets will be ads featur- 
ing rigged demonstrations in which 
the advertised product shows up 
better than it really is, and rival 
products show up worse. For in- 
stance, FTC charges that in one ad 


a picture supposedly taken through 
Libby-Owens-Ford plate glass was 
actually photographed through an 
open window. 

That’s only one example, but 
FTC chairman Earl W. Kintner 
warns that a “considerable number 
of complaints” against a wide range 
of product advertising are in the 
works. But, he says, he hopes the 
TV industry will watch advertising 
content more closely, thereby re- 
ducing FTC’s job. 

If the industry doesn’t go along 
with Kintner’s wish, he may ask 
Congress to tighten laws against 
deceptive ads. 





Friendly Frost Gambles in Merger 
That Appliance-TV Has a Future 


That’s the significance of a 
Jan. 1 merger of 19-store 
Frost chain and the Launder- 
center Corp. which bucks the 
diversification trend. 


Despite selective diversification, 
the Brooklyn-Queens-Long Island 
Frost chain has clung to appliance- 
TV specialty selling and now does 
an annual volume of $20 million. 
Laundercenter sells, equips and 
constructs coin-operated laundries 
in the $25,000 to $75,000 bracket, 
and does $5 million annually. It has 
a subsidiary, Servicecenters, Inc., 
concentrating on servicing Launder- 
centers; and the DO-16 Corp., con- 
centrating on producing and selling 
vending machines for laundries, de- 
tergents, bleaches, etc. 


Here’s what the merger does: 
Creates a unique and potent pool 
of executives, all thoroughly ground- 
ed in appliance-TV merchandising. 
Laundercenter’s Gerald O. Kaye 


becomes chief executive officer and 
chairman of the merged corpora- 
tion. Frank Perloff, president of 
Friendly Frost, Jim Jordan, secre- 


tary-treasurer, and Sidney Horne 
and Dan Schmier, vice presidents, 
remain as key executives. 

Speeds up the expansion schedule 
of Friendly Frost. Announced for 
1960 and 1961 are two big units, 
one of 100,000 and another of 150,- 
000 sq. ft., plus four units of up to 
20,000 sq. ft. The big units will 
devote from 32,000 to 40,000 sq. ft. 
to appliance-TV_ display space. 

Pools the financial resources of 
two stable firms. Frost enjoys high 
esteem among suppliers. Launder- 
center also has a strong financial 
standing, is expanding rapidly. Of- 
ficials see no immediate need for it, 
but say they’ll go to the public for 
support of expansion moves. 


Under the merger arrangement, 
both firms will continue to operate 
as separate businesses. By the end 
of 1960 the new firm expects to be 
doing $35,000,000 at retail. 

“We're a firm with roots in the 
appliance-TV business,” says Horne, 
“but we’ve made significant strides 
in diversified fields. In the face of 
change, diversification will con- 
tinue, but not at the expense of our 
appliance business.” 





ELECTRICAL MERCHANDISING WEEK 


Who Can Stop 
Sales by Utility? 


That’s the question of Wyo- 
ming dealers, seeking to pre- 
vent gas company from com- 
peting in appliances. 


At the first public airing of the 
controversy, a six-day hearing in 
* Cheyenne, the attempt by the deal- 
ers to do away with “unfair utility 
competition with the trades” failed. 
The Wyoming PSC said it did not 
have authority to order Northern 
Utilities Co., Casper gas distributor, 
to separate its retail appliance busi- 
ness from its transmission opera- 
tion. The next move will be to 
push the issue before the 1961 state 
legislature. 


Behind the hassle were: 

A request by Northern Utilities 
Co. for a $583,383 annual increase 
in natural gas rates (the PSC grant- 
ed a $330,740 raise). 

Formation of the Wyoming Free 
Enterprise Assn. last June specif- 
ically to fight what 35 merchant- 
members consider unfair trade 
practices of utilities engaged in the 
appliance business. 

What were the issues during the 
hearing? Some may crop up in other 
states where gas companies are 
seeking more load through appli- 
ance merchandising. 


Say the retailers: 

Utilities shouldn’t be allowed to 
be in the appliance business and 
able to write off their appliance 
losses against their utility opera- 
tions. (It was alleged that Northern 
Utilities’ appliance business lost 
$75,000 in 1958, and received, in 
effect, a subsidy from gas users.) 

Because utilities are monopolies, 
they get first crack at customers 
for appliances. when customers re- 
quest service from the company. 


Declares the utility: 

Selling appliances promotes the 
sale of appliances. 

The $90,000 charged off for over- 
head of its appliance division is 
“plenty high,” and that no savings 
in personnel or office space could 
be made by eliminating it. 





THIS WEERK’S 
COLOR TV 


MONDAY (AII Times E.S.T.) 

6:30 A.M. (NBC) Continental 
Classroom (Modern Chemistry, 
Monday-Friday ) 

12:30 P.M. It Could Be You 
(Monday-Friday) 

9:30 P.M. (NBC) Special: The 
Philadelphia Story 


TUESDAY 
9 P.M. (NBC) My Three Angels 
9:30 P.M. (CBS) Red Skelton 
Show 


WEDNESDAY 
7:30 P.M. (NBC) Once Upon A 
Christmas Time 
8:30 P.M. (NBC) The Price Is 
Right (Bill Cullen, Emcee) 


9 P.M. (NBC) Perry Como 
Show 

THURSDAY 
9:30 P.M. (NBC) Tennessee 


Ernie Ford Show 


SATURDAY 
10 A.M. (NBC) Howdy Doody 
10:30 A.M. (NBC) Ruff & Reddy 
7:30 P.M. (NBC) Bonanza 


SUNDAY 
5:30 P.M. 
Festival 
6 P.M. (CBS) Wizard of Oz 
8 P.M. (NBC) Sunday Show- 


case 


(NBC) 


Christmas 





‘No Frost in Dixie’ 

On that temperate note, Dixie 
Products, Inc., last week entered 
the home freezer market. Already 
producing gas and electric ranges, 
the company will introduce the 
Dixie Frostless Freezer as the cul- 
mination of a year of research and 
engineering development. 

The new freezer beats the frost 
problem with the aid of an electri- 
cal heater which, once a day, auto- 
matically melts any frost on the 
cooling coil. Once the frost is re- 
moved the heater shuts off. 

Frost, which has now been turned 
into moisture, goes to a “condensate 
eliminator” and into the outside air, 
cutting out the need for any water 
disposal. 





New Ideas Demonstrated in San Viego.. . 





POSH RUTTOW FOR DESIRED SHELVES 


. where the Bureau of Home Ap- 
pliances show closed last week after 
hosting a near-record crowd of about 
200,000. Here is the “Select-A-Shelf,” 








which brings dishes and other stored, 
out-of-sight goods to counter level 
by pushbutton. More than 100 exhib- 
itors took space for the six-day run. 
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OLIVE P. GATELY says 


It’s Small, but Designed for the Space Age 


Women Want Facts— 
In Their Own Language 


Women are realists. For all they are bored to death with the 
nuts and bolts story about appliances, they want down to earth, 
concrete facts about what an appliance will do before they buy. 
Facts like ... how many gallons of water does it take to wash 
a load of clothes, how long does it take the oven to get up to 
baking température, how much meat can be stored in the refrig- 
erator? In a word, exactly how does this particular appliance fit 
into her family living? 

When you translate these engineering~‘acts into language she 
understands, you do something else, too. You fortify her woman’s 
conviction that she is an expert purchasing agent. That’s doubly 
important when she starts discussing the possible purchase with 
her men folks. Above all things, she wants to keep these Doubt- 
ing Thomases sold on the idea that she is a smart, shrewd buyer, 
who gets double her money’s worth on everything she buys. 

You help her cause along, and she’ll help you make a sale. 
Fair enough? 


Utter confusion can result from washing directions on a can of 
. liquid detergent that say to try % cup for top-loading (agitator) 
automatics and semi-automatics, % cup for front-loading (tum- 
bler) automatics. Does that mean front-loading automatics 
are so efficient they only need half as much detergent? Or do 
they only wash half as big a load? Or do they only get the 
clothes half as clean? Homemakers are wondering. Maybe you’d 
be smart to meet this query head on when talking to prospects. 


Listen boys—here’s a promotion that worked. What in the world 
would be more natural than for a man to send a red, red rose 
to the gal he’s set his heart on? And if that man happens to be 
an appliance dealer, and the gal turns out to be Mrs. Housewife 
who might need a new electric range or refrigerator or laundry 
pair—so much the better. 

Here’s the story. 

A certain business woman was transferred from one city to 
another, and this fact was mentioned in a very modest way in 
the morning paper. Within 24 hours, a smart clothing shop in 
town delivered to her desk one long-stemmed red rose “con- 
gratulating her on her new honor.” No hard sell—just “glad to 
serve.” From that moment on they had themselves a new cus- 
tomer. MORAL? Women are push-overs for posies. 


Twenty-million women need help. That’s the latest statistic on 
the number of women “gainfully employed” in these United 
States of ours. And its dollars to donuts that a big substantial 
slice of that number, not only work but run a family, too—keep 
the house, wash the clothes, cook the meals, ang so on. That's 
where you come in. If ever there was a gang that needed help, 
these women are it. And the appliances you sell are the answer. 
Don’t forget, 92% of the households in the country have no 
outside help—no one to help clean, no clothes to the laundry, 
no nothing! They do it all themselves. Need we say more? 


The gals are up in arms! ‘Why, in heaven’s name, do manufac- 
turers keep on designing those dirt-catching decorations into 
appliances?” ‘Ever tried to wipe dirty finger-prints off a plastic 
meat keeper in a refrigerator?” “Ever tried to get dirt, grease 
and grime out of those raised ‘lace-curtain’ trimmings, those 
indented stripe effects, those three-dimension name plates they 
love to plaster all over appliances?” 

“*Wipe clean with warm sudsy water’ say the snstructions. 
Whoever dreamed that up must be a visitor from another planet; 
the soil we get on this one needs plenty of elbow grease.” 


Women don’t always mean what they say. Who does? Especially 
when forecasting the future. For example: a well-known ad 
agency made a five-year study about future buying plans for 
appliances. Some fascinating figures turned up: 
16% of those interviewed said they intend to buy 
an appliance within the year .. . 69% of these 
did, accounting for 23% of appliance sales 
48% were uncertain... 
49% of these bought, accounting for 
49% of appliance sales 
36% did not intend to buy... 
35% of these bought, accounting for 
28% of appliance sales 


ABOUT THE AUTHOR—Olive P. Gately is uniquely qualified to talk to dealers 


on behalf of women everywhere. A native of Boston, she has lived 
and worked in Cleveland, San Francisco, Dallas and New York. 
She is widely known as an advertising, marketing and sales promo- 
tion consultant specializing in the “home” fields. She has worked 
for Macy’s, Sanger Bros., and Jordan Marsh as well as for a number 
of leading advertising agencies on various appliance and utility 
accounts. Her column will be a monthly feature of EM Week. 





No bigger than a match head, RCA’s 
new germanium tunnel diode was 
created for missile control and guid- 


ance systems. It promises new solu- 
tions to problems of the space age, 
will be used in other radio circuits. 





Now He’s Crooning Those 


‘Ll Lost $102,000 Blues’ 


Mostly because the music in- 
dustry insisted on following 
the leader and the ‘pipers’ had 
to be paid for their trouble .. . 


Irving Stolar, whose international 
music fair folded after just two days 
last month, is a bitter and—in some 
ways—a wiser man. 

Stolar—automotive designer 
turned show promoter—dropped 
$102,000 when the talent-heavy ex- 
travaganza, which was to have run 
for a week at Chicago’s Navy Pier, 
collapsed because of labor troubles 
and poor attendance. 

Much of Stolar’s bitterness is di- 
rected at the music industry which 
largely ignored his invitation to fill 
the mile-long exhibition building 
with record and hi-fi displays. 
When the show opened—to 75 per- 
sons in a hall big enough to hold 
75,000—only Columbia _ Records 
was there. 


The ax finally fell when the Amer- 
ican Guild of Variety Artists gave 
Stolar a last-minute $12,000 bill 
for performers’ salaries. The pro- 
moter couldn’t raise the money and 
AGVA withdrew its talent, includ- 
ing Tony Bennett, Anita Bryant and 
Betty Johnson. Stolar, in despera- 
tion, turned the fair into a “Jazz- 
Folk Festival,” but it didn’t work. 
Even Josh White—and a promised 
appearance by the Kingston Trio 
later in the week—didn’t pull in 
crowds. Only 3,000 customers paid 
their way into Navy Pier before the 
promoter rang down the curtain. 


Stolar thought—and still thinks—he 
had a strong promotional idea. And 
he has some angry words for the 
music industry which ignored the 
promotion. 

“T wanted to sell the general con- 
cept of giving records and music as 
gifts,” he told EM Week. “I knew 


the record and hi-fi people do less 
to merchandise their products than 
any other industry in the country, 
bar none. But I took a calculated 
risk I would be able to get them to 
do something. 

“What peeves me is the sheer in- 
difference and stupidity I encoun- 
tered. I invited 150 music-industry 
firms to display at the fair and most 
of them wouldn’t give me the time 
of day:so far as a specific answer 
was concerned.” 


Unti! a week before the fair opened, 
Stolar thought he had 20 to 25 firm 
commitments. When only Columbia 
showed up, he had to rush in some 
make-shift displays of his own. 

“TI talked to just about everybody 
in the business and the vast major- 
ity wanted to go,” Stolar said, “but 
they all wanted to know who would 
be there. They didn’t care about 
the promotional angle, they just 
didn’t want to be left out if every- 
one else was going to be there.” 

Columbia Records isn’t sorry it 
entered the fair. “We’re just sorry 
it folded,’ Maurice Rose, Chicago 
district manager said. “We thought 
it was a good idea. It’s a shame it 
didn’t come off.” 


Comments of other firms range 
from—“Our budget was already 
spent” to “Stolar was too much of 
a novice—we were afraid the show 
wouldn’t get off the ground.” 

—In retrospect—did the 
collapse? 

“Stolar just didn’t hit the public- 
ity right,”’ one veteran Chicago mu- 
sician said. “He didn’t have the 
background in running these 
shows,” added another observer. 
“Too much of a novice at this sort 


show 


of thing,” echoed a third. 


And from Stolar—still nursing 
his $102,000 headache: “I’m not 
through. I’m going to try it again 
next year and then it will go.” 





Amana president George Foerstner, 
left, shows off the new frost-free line 





to distributor W. J. Peirce Jr., of 
Peirce-Phelps, Philadelphia. 


Besides a new line and new features, Amana has unveiled 
a tough competitive attitude. The goal: 


A Bigger Chunk of the Business 


Displaying, besides a new line, an 
enthusiastic set of muscies, Amana 
executives were most explicit at the 
recent national distributor meeting 
They knew where they wanted to 
go, and they knew just what route 
to travel. 

Obviously, the 


Amana _ people 


Hotpoint Line: 


The Quiet Sell 


Wrapping up the introduction of 
its 1960 line, Hotpoint trotted out 
eight new.air conditioners (in three 
series) and 12 electric ranges (seven 
at 39 inches, five, 30 inches). 

Hotpoint’s 1960 line of refriger- 
ators with new, thin (one-inch) 
walls and more efficient insulation 
was described exclusively in EM 
Week on Nov. 23. 

The big noise in air conditioners 
is silence. To cut sound, Hotpoint 
has mounted compressors on springs 
and anchored the two-speed fan in 
the Powerhouse series in rubber as 
well as insulating the entire cooling 
system with a sound-deadening 
material. 


The Powerhouse series also features 
a “mastermind” control panel and 
thermostatic temperature: control 
for maintaining the correct amount 
of coolness. 

Hotpoint is also tossing in a do- 
it-yourself installation booklet with 
all eight models. The job can be 
done with simple household tools. 

Pot watching will be eliminated 
by innovations in the electric range 
lines. Installing new precise heats 
for surface and oven cooking, Hot- 
point claims it has cut out guess- 
work. 

Measured heats, worked by dial 
or pushbutton, are so accurate, Hot- 
point says, that a pair of nylon hose 
could be placed on a surface unit 
without harm even though the unit 
was heated to “warm” for as long 
as 20 minutes. 








were feeling their competitive oats. 
The reasons were equally obvious: 
Amana’s first 10 months were 60% 
ahead of last year; they have a 
brand-new set of tools and equip- 
ment; The ’60 line has features, 
styling and models they never had 
before. 


Prosperity can’t account for all 
these luxuries. The old tools and 
equipment, for example, went 
“100% to Europe, where Amana 
250 freezers a day and has 
roughly half the German market. 
Amana’s unbashful goals and the 
competitive situation account for 
the new styling, the new features. 

The convention was liberally 
sprinkled with interesting facts 
and figures. Among other details, 
the distributor audience was in- 
formed that Amana wanted, at a 
minimum, 12% of NEMA in freez- 
ers; 8% of NEMA in combination 
refrigerator-freezers, which Amana 
figures is about 25% of the total 
market, and would settle for 5% 
of the NEMA total in air condition- 
ing. At the same time, enough cur- 
rent distributor performances were 
quoted to indicate that these goals 
were not impossible. 


sells 


Besides the shiny new equipment, 
one of the key exhibits was an ap- 
parently unplanned showing of 
three ice-cube trays. The three trays 
had spent, according to George 
Foerstner, Amana president, the 
same length of time in three sep- 
arate freezers, all frostless types— 
an Amana, a Whirlpool and a Frigi- 
daire. The Amana tray was still 
almost full. But the other two had 
lost most of their ice cubes due to 
evaporation, the Amana chief said. 


This informal comparison was rec- 
ommended to the distributors as 
most instructive in the field. Amana 
also leaned on capacity compari- 
sons, pointing out that their ca- 
pacity figures were NEMA nets, and 
that some of the industry used 
NEMA gross figures. 
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N. J. Sellers Hate to See 


Sunday Sales 


Highway discounters are lead- 
ing the N. J. Court fight to keep 
stores open for all kinds of 
business on Sundays. 


Blue Sundays have replaced blue 
Mondays in New Jersey, at least 
for the next two weeks. 

After almost a month of confus- 
ing court actions and partial en- 
forcement, action by the New Jer- 
sey Supreme Court cleared the 
state’s Sunday sales ban scene— 
temporarily. On Nov. 28, the court 
refused to grant a stay of enforce- 
ment of the state’s blue law, pend- 
ing a final ruling Dec. 22. That 
means for the next two Sundays 
prosecutors in the 12 counties where 
voters approved the’ban last month, 
will arrest retailers who sell for- 
bidden items. ; . 

The statute bans Sunday sales o 
clothing, home and office furnish- 
ings, appliances and building ma- 
terials. But it doesn’t limit sales of 


auto accessories, toys, sporting 
goods, food, jewelry, cosmetics, 
drugs, photographic supplies and 


pets. That makes it inconsistent, say 
protesting retailers and their law- 
yers. 





Newly Made 
Chairman... 





. of NEMA’s newly formed elec- 


tric housewares section is Scott C. 


Rexinger, sales manager of Toast- 
master’s electric housewares depart- 
ment. 





Philco Sets the Date 


Next week Philco Corp. common 
stockholders will collect a 25 cent 
a share year-end dividend. Earnings 
for 1959 were estimated to be in 
excess of $1.50 a share, according to 
President James M. Skinner, Jr. 

And Skinner indicated that the 
outlook for 1960 was promising. 
Substantial increases are expected 
in the government transistor and 
computer business, although this 
will require further investment in 
plant and equipment. 

Subject to the effects of the steel 
situation, Philco also anticipates 
further improvement in volume. 








Go Down 


The inconsistency angle will be 
played up big when the case comes 
up for final hearing. Chief Justice 
Joseph Weintraub urged attorneys 
for the appealing retailers to de- 
velop their cases around such points 
as (1) inconsistency, (2) unconsti- 
tutionality, (3) reason lawmakers 
passed the law in the first place; 
that is, whether they passed it to 
clear up highway traffic, to regulate 
competition between the highway 
merchant and the in-town seller, 
to observe a day of rest, or to com- 
ply with a religious belief. 


There’s been confusion on these and 
many other: points since the Nov. 3 
referendum. After residents of 12 
counties approved the ban, only two 
prosecutors, in Bergen and Glou- 
cester, enforced it. And they acted 
in spite of a temporary stay of en- 
forcement granted by Superior 
Court. 

To clog up the court dockets fur- 
ther, after Bergen County prose- 
cutor Guy W. Calissi arrested nine 
persons at Two Guys from Harrison 
outlets, Two Guys brought action 
against him. And so it went. 


Reactions? Most retailers are re- 
specting the sales ban. They have 
kept their highway stores open for 
two Sundays. But they roped off 
clothing and household furnishings 
departments, or marked them with 
signs saying the items couldn’t be 
sold. 


Other States? Two Pennsylvania re- 
tailers are challenging that state’s 
blue laws. Lit Bros. and Snellen- 
burgs have renewed Sunday tele- 
phone sales after stopping them 
earlier this fall. . 

In Michigan, the Supreme Court 
decided 5-3 against a retailer who 
tried to beat Flint’s city ordinance 
requiring the Sunday closing of 
furniture and appliance stores. In 
the controlling opinion, Justice 
Thomas M. Kavanagh held the or- 
dinance was not discriminatory. 

But in a dissenting view, Justice 
John Voelker lashed out at the or- 
dinance as a “particularly offensive 
example of provincial petulant, pre- 
emptory, paternalistic and totally 
bad local legislation.” 





What A “Difference” 
A Word Makes 


A three-letter word is missing 
from a caption on page 33 of the 
November 30 issue of EM Week— 
and it makes a difference. 

The story, “How Korvette Picks 
a Location,” explains how the chain 
has been gravitating toward big 
suburban, shopping center stores. 
The four pictures on pages 32 and 
33 show the four types of stores 
Korvette still maintains. The fourth 
of these types is a small, midtown 
Manhattan location—once the basic 
type of store in the chain but now 
eclipsed by other units. The cap- 
tion should have said that “today 
this is definitely not the typical 
store location.” But the word “not” 
is missing and as a result, the side- 
street store is erroneously described 
as being “typical.” 
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Tapered metal-glass sheath around electrical lead is inserted into opening in unit casing, and silver soldered for a permanent bond. 


The temperature of a refrigerator unit casing fluctuates between that of the room 
and 212°F.,; causing the metal to expand and contract greatly. This expansion 
and contraction makes it difficult to provide a permanent, air-tight seal around 
the electrical leads which carry power into the motor. 

Some manufacturers attempt to make an air-tight seal by using a complicated 
series of bolts and washers. These often work loose, and cause unit failure — 
especially after the warranty period has expired. 


However, the electrical leads into the Hotpoint Thriftmaster® Unit are sealed 
in a metal-glass sheath that expands and contracts exactly the same amount as 
the outer casing. Regardless of temperature, the union holds firm, and the seal 
remains perfectly air-tight. 
dicks Ni > ; : Creative engineering such as this results in quality products which perform 
ili a — better and last longer. Sell Hotpoint quality and you sell customer satisfaction. 
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Hotpoint Dealers’ profit opportunities are greater than ever before .. . 
If you're not a Hotpoint Dealer, you should be! 


oasic NX . My 
now or . 


cap- 1 Bs - “omer 
oday q Hotpoint Refrigerator-Freezer 
pical with new Swing-Out Shelves 


A Division of General Electric Company, Chicago 44, Iilinois 
Model 9EW12 


ELECTRIC RANGES * REFRIGERATORS * AUTOMATIC WASHERS * CLOTHES DRYERS * CUSTOMLINE® 
DISHWASHERS +« DISPOSALLS® * WATER HEATERS * FOOD FREEZERS «+ AIR CONDITIONERS 
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WHAT’S WRONG WITH THE STEREO BUSINESS? continuen From pace | 


Very high end-goods are moving 
slower than hoped. Instead more 
and more factories say the goods 
that are moving are in the $200 and 
$300 brackets. Furniture and genu- 
ine period styling is moving, but 
the units with tuners are not. 

This latter trend is spreading 
gloom from a different angle. While 
factory and retail sales fail to make 
expectations, the average retail sale 
dollar is coming down too: “We’re 
selling a lower priced unit.” Many 
sources will be surprised if industry 
makes the $570 million sales figure 
earned in stereo’s first year of 1958. 

So the state of stereo is sickening 
to major factories involved in the 
merchandising of it. Everybody 
wants to straighten up the market 





YOU GETEM ALL IN GIBSON, AND 


place and if Roquefort cheese can 
do it, ok. Meanwhile there are de- 
tails and costs to be worried over 
and it would be naive to expect any 
national promotional action until 
well into 1960. 

A more pressing question, per- 
haps, is whether the industry will 
ease up on the nuts and bolts con- 
fusion it continues to perpetuate. 
It appears now that there is some 
hope to ease back on the wattage 
stick. But on the other hand, three- 
channel fever continues running 
hot, and in the wings for the 1960 
Music Show is speculation on the 
arrival of four-, five- and six-chan- 
nel stereo. 

To help stop the wattage stam- 
pede—which many manufacturers 





equate to the horsepower race of 
the automobile industry—there is 
support of industry-wide adoption 
of the new “music power” rating 
for stereo output. Music power 
would set testing and rating stand- 
ards which would include a distor- 
tion factor. Present wattage rating 
can be expanded by skipping over 
distortion. 

As the sounds are combined, you 
step down to four-, three- and two- 
channel phonos. And so on. 

Where it will end, no one knows. 
Most hopes are in standards for 
channel definition as well as for 
music power. But this means get- 
ting competitors together, agreeing 
on standards, and finally compli- 
ance—a big job. 








ALL / 
FROST-CLEAR 


FREEZER 
PLUSES 


Big talk? You bet—big sales talk for your men when aa Bid 


they’re pitching the big 490-pound Gibson Frost-Clear 
upright against any competitive deal in town. Ready 


for proof ? Here we go! 


1. Frost-Clear System Gibson's entirely new Frost- 
Clear system is super-simple, service-free—does not 
use electric heater wires. 2. Condenser New forced- 
draft, self-cleaning design never lets dust and dirt 
cut efficiency. 3. Value Dozens of dollars less to you 
-let your Gibson Distributor show you confidential 
price comparisons. 4. Shelf Area 2.7 to 4.1 feet more. 
5. Adjustable Shelves and Door Racks Gibson's got 
‘em—who else? 6. Interior Floodlight Standard on 
the best-buy Gibson. 7. Twin Warning Lights Power 
and temperature sentries, only on Gibson. 


Gibson's rolling cars of the 7-ways-better 315 Frost-Clear up- 
right to your market, now! A best-buy price tag starts the 
sale, and Gibson gives you all 7 closers! If you haven't gotten 
your share of the upright freezer boom, you'll catch up, fast, 7 


Gibson 


Gibson Refrigerator Company, Greenville, Michigan, a Division of HUPP Corporation 


with the Gibson 315! 


get going...get 
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Who are your best prospects in Chicago and suburbs? 
Families in the middle and high income brackets. 
They buy 84% of all the clothes dryers sold. 

There’s no better way to reach these well-fixed 
families than by advertising in the Chicago Tribune. 
74% of them read the Sunday Tribune; 53% read 
the Daily Tribune. 

The Tribune’s active, responsive audience buys 
most of all the appliances sold in Chicago and suburbs. 
For instance, Sunday Tribune families own 80% of all 
the clothes dryers. Daily Tribune families own 50% . 

Because it sells the most to the people who buy the 


In Chicago, readers of the Chicago Tribune 
buy most of the dryers sold! 


most, appliance manufacturers and distributors recog:. 
nize the Tribune as their major selling force in this 
market. Year after year, they spend more to advertise 
appliances in the Tribune than in any other Chicago 
newspaper. 

No matter how many advertising dollars you’re 
spending in Chicago, you'll find that it pays to adver- 
tise where buying power is greatest—in the Chicago 
Tribune. 


More readers...more 
advertising...more results 


The Tribune gets am in Chieago!l 
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“T sold 278 Magnavox Steres 
worth $166,565...1n 6% month 


Only Magnavox gives you a complete line of all-inclusive stereo to sell! 


7 self contained models; the only complete line of all-inclusive TV Stereo home entertainment centers. 





Provincial model Contemporary model 





THE ALL-INCLUSIVE STEREO THEATRE 
Combines Gold Seal Chromatic 24” TV*... 
FM/AM radio... precision Magnavox stereophonic 
phonograph with Diamond Stereo Pick-up... and all 
the Magnavox innovations in electronic science in 
one beautiful furniture piece to provide spectacular 
dimensional realism everywhere in the room. 

6 Magnavox high fidelity speakers, complete stereo 
equipment within a single cabinet. Several styles an¢ 
finishes. SELL AT FULL LIST PRICE: $595.00.** 


Ii 








be. — esos - =) 


Oriental model 








Traditional model Contemporary model 


THE STEREO THEATRE “500”~— Superb 21” Gold Seal Chromatic TV*...FM/AM 
radio... precision changer... Diamond Stereo Pick-up cleans records as it 
plays. 6 Magnavox high fidelity speakers, complete stereo equipment within a 
single cabinet. Several styles and finishes. SELL AT FULL LIST PRICE: $550.00.** 


a 





THE STEREO PLAYHOUSE “21”* — 
Gold Seal Chromatic TV. Complete 
stereo equipment within a single 
cabinet. Precision changer with Dia- 
mond Stereo Pick-up. Convenient top 
panel glides open to record changer 
without disturbing top-of-set decora- 
tions. Top tuning too! Several styles 
L. NEE and finishes. SELL AT FULL LIST | 

L sl ‘ chins ina PRICE: $399.50.** be. a onion bali 


Early American Danish Modern 
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om Theatres... 
@...all at full profit.” 


says Paul Jenkins 
JENKINS MUSIC STORE 
Kansas City, Mo. 


T Reports from Magnavoz dealers all over the country show similar spectacular sales. 


LERE’S CONCLUSIVE PROOF of the 
verwhelming public acceptance of Magnavox. 
| Proof that Magnavox innovations, performance 


nd value shatter price barriers—that people 





uy value regardless of price when value is there! 





nly Magnavox offers you a complete line of 





all ll-inclusive high fidelity Stereophonic, 
ula V, FM/AM radio combinations...a line that 


reo 


‘0 Mamassures you real volume at full mark-up 





‘* 


big ticket merchandise! 
VOLUME SALES-—AT FULL PROFIT 


7 SOLID REASONS WHY A MAGNAVOX FRANCHISE+T IS THE ONLY FRANCHISE 
YOU CAN MAKE MONEY ON: 


THE 
MAGNAVOX 


=. Because Magnavox manufactures its own cabi- 
nets and many of the expensive components, 
Magnavox list prices—actual selling prices— 





WORLD LEADER 


Magnavox limits the number of dealers in each 
market. Less than 2% of all dealers nationally 
are franchised by Magnavox. The top 100 deal- 
ers (including appliance, music, furniture and 
department stores) average $150,000 each— 
ranging from $100,000 to $2,000,000 at full 
list. 


Because of lower selling and lower manufac- 
+ 


turing costs, Magnavox provides profit margins 
up to 20% higher than competition—and 
guards these margins against discounters. 


*Diagonal Measure **Mahogany 


the magnificent 


are from 20% to 50% lower than comparable 
models in other brands. 


, Magnavox is the prestige line that sells in 


volume. Product superiority, performance, 
style selection and value make Magnavox out- 
sell all other brands in franchised stores. 


; Magnavox television prices range from only 


$188.80 to $650.00. 


In recent months, Magnavox sold one third of 


* all industry’s 24” TV-sets—more than 50% of 


all Magnavox instruments sold were 24”. Prices 
start at $259.50. 


WAY 


Magnavox Hi-Fi Stereo leads by a wide margin. 
In 1958, 1500 Magnavox dealers sold 27% of 
all the stereo consoles in the country. 


ttTHERE ARE A FEW MAGNAVOX FRANCHISES AVAILABLE IN SOME MARKETS FOR QUALIFIED DEALERS. 


The Magnavox Company, Fort Wayne, Indiana 


Magnavox 


IN STEREOPHONIC HIGH FIDELITY AND QUALITY TELEVISION 





ADVERTISED IN 


ELECTRICAL MERCHANDISING WEEK 


MAKES EVERY SALESMAN A MERCHANDISER! 


It’s ACCO’s revolutionary new OUTBOARD 
MOWER—the power mower that converts to an 
outboard motor! It’s the hottest merchandis- 
ing item to hit the power mower field in years! 
And it is available only to registered ACCO 
Dealersiimthe U.S. and Canada—another rea- 
son why top distributors are switching to 
ACCO! It will pay you to be one of the first in 
your area to feature the most sensational 
sales-maker of this or any other season! 


Manufactured by the famous American Chain 
& Cable Company, the OUTBOARD MOWER was 
introduced to the public in the November 30th 
issue of Life. This full-page, action-getting ad 
will create an immediate Christmas demand 
for the OUTBOARD MOWER—first item of its kind 
to be marketed by anyone, anywhere! 

Facing the full-page ad, ACCO placed a col- 
umn selling the complete line of ACCO Power 
Products as ideal gifts. It’s a terrific tie-in for 


year-round sales! And only registered ACCO 
Dealers will be able to take advantage of it! 
For further information about opportunities 
with ACCO Power Products in your area, 
write, wire or phone today: ACCO Power 
Products, Stevens Lane, Exeter, Pennsylvania. 


FROM ACCO! 


a POWER PRODUCTS DIVISION OF AMERICAN CHAIN & CABLE COMPANY, INC., BRIDGEPORT, CONN. PLANT: EXETER, PA. 
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For room heaters— 
the most trouble-free 
controls in the industry 


Honeywell's complete Adatrol line 
ends your stocking problems 


Now, you can sell budget-minded customers the basic C596 Adatrol 
first, and their choice of add-on thermostats later. And, you can 
offer specific thermostatic control best-suited to individual needs. 
Honeywell's add-on Pressure Regulator permits you to handle 
changes between street gases requiring a regulator and LP gases 
that do not. For complete information on all the Honeywell Con- 
trols mentioned here call your local Honeywell office, or write 
Minneapolis-Honeywell, Dept. EM-11-19, Minneapolis 8, Minn. 


New C596 Adatrol—smaller . . . higher capacity . . . 
with “A’’ cock... ““B’ cock . . . complete pilot 
shut off . . . unregulated pilot gas... with or 
without pressure regulator. 


You offer 3 different add-on thermostats—stock one basic unit. 
With just a screwdriver add any of these three thermostats... 


Snap Action Thermostat (V5165 Modusnap* Thermostat snap ac- Wall Mounted Thermostat wich PLUS Pressure Regulator casily 
Adatrol) is achieved by add- tion and modulating control twenty-four volt operator added-on to basic unit or 
ing T5000 Thermostat. (V5166 Adatrol-Modusnap). (V8168 Adatrol). any thermostat combination. 


Honeywell 


*Trademark 


IN HEATING APPLIANCES, YOU HAVE MORE H Fist; WE Coitol 
TO SELL WHEN YOU SELL HONEYWELL. 
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*Manufacturer’s sug- 
gested retail price. 
Slightly higher West 
and South. 90-day way 
ranty on both parts and 
labor. General Electric 
Co., Radio Receive? 
Dept., Bridgeport 2, 
Connecticut. 
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Model C402 


@ Big January-February Traffic 
Builder—a natural for sell-up. 


@ Limited Quantity—no re-orders. 


Get in touch with your General 
Electric Radio Distributor today. 


@ Automatic Wake-up-to-Music. 
Antique White with Black Clock. 


@ Get off to a sales-record smashing 
start in January with this attractive 
new General Electric Clock-Radio... 
price-tagged at a low, low $19.95*. 
Backed by an expanded program of 
local advertising support, it can’t 
miss bringing you step-up sales... 
bigger first-of-the-year volume. 


Be sure to see the Full Line of General Electric Radios and 
Stereophonic Phonographs when you’re in Chicago: 

Furniture Show—January 4-15, Room 1123, Merchandise Mart. 
Housewares Show — January 11-15, Navy Pier. 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 
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This is.the “business”.end of the Poust’s ‘living 
room. In this photo taken from the “living” area, 
the demonstration kitchen is visible in the back- 
ground. . Doors at. right lead to -baths and bed- 
rooms. Louvered entrance just. to right of refrig- 


erator leads to the store itself: Mrs. Poust, above 
right, helps Ruth Barr of New Jersey Power & 
Light wheel a cabinet into place to serve as 
counter when demonstrations are put on for cus- 
tomers sitting in the living room area. 


For 29 days each month this attractive 
area behind their store in Rockaway, 
N. J., is “home” to Mr. and Mrs. Robert 
Poust. But... 


.. + One day a month it becomes a show- 


room in which the Pousts stage demon- 
strations for local groups. That’s how . . . 


They Sell 
Kitchens 
From Their 


Living Room 


Until a year ago the Pousts sold kitchens 
pretty much like any other dealer. 

And they weren’t setting any records. 

Then they built a modern home in back of 
their store, packed its kitchen with $2200 worth 
of appliances and $2400 worth of cabinets and 
counters, and opened up their home for public 
inspection. 

Now they sell a kitchen a month. And they’re 
completing plans at the rate of two or three a 
week, laying the groundwork for a still bigger 
volume in the future. 

Since October, 1958, some’ 2000 people have 
inspected the Pousts’ kitchen. Once a month 
they throw a party for groups of 70:to 75 mem- 
bers of church, civic, social .and fraternal 
organizations. 

As the pictures indicate, the home the Pousts 
have built behind their store is beautifully deco- 
rated. They use this setting to show how a 
modern, efficient kitchen can compliment a well- 
designed modern home. 

Does it work? “We get at least four kitchen 
sales from each formal meeting,” says Mrs. 
Poust. “And every visitor tells three or four 
friends. In.addition we now recognize many 
appliance customers as people who had attend- 
ed one of our demonstrations.” 
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stony point 
TELEVISION & APP 


Four steel beams support the alumi- 
num roof covering Dickinson’s 40x52 
ft. store. Glass front makes store 
look bigger than it really is. Side 
walls are made from cement blocks. 


or only $20,000 dealer Frank Dickinson of Stony Point, N. Y., built this im- 


pressive store. He was his own contractor, he launched the project with a $12,000 









building loan and he carries the mortgage of $150 a month as business rental. 


That explains 


How a Small Dealer Can Look Big 
y= ® 


" SERVICE DEP T 


Roomy display floor has pink walls, highly flexible display fixtures. Big 
gray and pink tile floors. Pegboard store gives Dickinson space in which 
floor racks are movable, provide to grow. 


=) 
os) 









Inside the store, wide aisles make department. Fluorescent tubes pro- Plastic finish on fiberglass banded to into ceiling. Store is heated by gas 
store look bigger than it is. Eighteen- vide illumination for 34x40 ft. sales- the roof provides an attractive ceil- ceiling furnace in winter and room 
foot section was partitioned off with room which houses a_ surprisingly ing as well as furnishing insulation. air conditioners in outside walls pro- 





knotty cedar to provide space service large assortment of electrical products. Twelve 2x11 ft. skylights were cut vide summer cooling. 
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Look at these service plans... 
CHOOSE THE ONE YOU NEED 


PLAN F Yearly subscription for all items issued in 1960 for the 


full-line of RCA WHIRLPOOL Appliances. $16.50 


Yearly subscription for all items issued in 1960 per- 
taining to RCA WHIRLPOOL Laundry Appliances (both 
gas and electric) and Vacuum Cleaners. $8.50 


Yearly subscription for all items issued in 1960 per- 
taining to all RCA WHIRLPOOL Refrigeration Products. 
Includes refrigerators (both gas and electric), 
freezers, room air conditioners, dehumidifiers, ice 
cube makers. $6.00 


Yearly subscription for all items issued in 1960 per- 
taining to all RCA WHIRLPOOL Kitchen Products. 
Includes ranges (both gas and electric, free-standing 
and built-ins), dishwashers, disposers, cabinets 
and sinks. $4.00 


Yearly subscription for all items issued in 1960 per- 
taining to all RCA WHIRLPOOL Gas Appliances. In- 
cludes gas refrigerators, gas ranges, gas dryers and 
gas washer-dryer combinations. $4.00 


(FSP 


Factory Specification Parts for 


we) Whirlpool APPLIANCES 


meet the toughest specifications in the industry 


Service Division, WHIRLPOOL CORPORATION St. Joseph, Michigan 


of trademarks ag and RCA authorized by trademork owner Radio Corporation of Americo 
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ON RCA WHIRLPOOL 
_ APPLIANCES 


Now! A gold mine of timely 
data to help you do a better job! 


Here’s the easy, new way for you to keep abreast 
of current RCA WHIRLPOOL service information. Just 
sign up for the monthly mailing service and all the 
latest data will be brought right to your door by 
the postman. Here is what this big monthly pack- 
age will include: 

Individual model FSP parts lists e Service bul- 
letins on FSP parts e New combined model year 
parts lists e FSP parts master price lists and supple- 
ments e New service manuals e Interchangeability 
reference data e Service pointers e Tool catalogs. 
Gain the extra confidence that comes with know- 
ing you have the full service story before you 
encounter the problem... sign up today! 





Order now! Monthly mailings start January 1, 1960 


Whirlpool Corporation EM-12-9 
Publication Department, Service Center 

LaPorte, Indiana 

Please add my name to your mailing list for service literature during 1960. 
| have checked the plan | want: 

PlanF_____- Plan LV___—s«éPlan R____—s«éPlan K___s«~Plan G__ 


es i = 


Attention:_ 


Enclosed is $_ No COD's, please. 
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In Detroit, 





A 


Rebirth of downtown Detroit included easy access to parking under Grand Circus Park, coordinated retail promotion. 
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CAN DOWNTOWN BE SAVED ? III 








About this series: Unless you’re doing town. In previous issues he has de- 
business in a completely rural area, you scribed what’s happening in the country 
have a vital stake in what happens to as a whole and in Kalamazoo in particu- 


“downtown.” That’s why EM Week’s iar (EM Week, Nov. 23) and in Toledo 
Jim Cassidy has spent weeks in develop- and Alexandria, Va. (EM Week, Nov. 
ing this series of articles which explain 30). This is the third article of a three- 
just what’s being done to “save” down- part series. 


A Big City Fights Blight, Too 


Big cities have blight, too, and 
urban renewal plans. 

To get from Alexandria (EM 
Week, Nov. 30, 59) to Detroit, mul- 
tiply the population by 50, the com- 
mitteemen and personnel involved 
in downtown planning by 40, the 
time by 20. Add plenty of zeros to 
the cost. Add sky-scrapers, eight- 
lane freeways and a generous pinch 
of J. L. Hudson & Co., the country’s 
biggest or second biggest depart- 
ment store. 

To get an idea of how big the 
merchant can be—or perhaps must 
be—in urban renewal, take the 
case of the 55-acre slum-clearance 
project which was one phase of De- 
troit’s downtown _ rehabilitation. 
When the slum project bogged 
down, a 12-man citizens’ committee 
was formed to unbog it. They 
needed a $450,000 kitty to get roll- 
ing. Leading contributions came 
in as follows: Ford, $75,000; Gen- 
eral Motors, $50,000; Chrysler, 
$50,000; J. L. Hudson, $50,000. In 
Detroit, if there’s a committee, a 
Hudson man is on it or running it. 

The National Retail Merchants 
Assn. (formerly NRDGA) recently 
staged a Downtown Clinic for in- 
terested members in Detroit. It was 
a followup for many who missed 
an earlier clinic in Kansas City. 
(“Everything’s Up To Date in Kan- 
sas City,” a transcript of the session 
which reviewed KC’s urban renew- 
al program is available for $2.50 
from NRMA.) 

NRMA president Nathan Gold 
told members: “Detroit’s urban re- 
newal program is one of the na- 
tion’s best. The city’s network of 
new roads, slum clearance, civic 
buildings and downtown renova- 
tions have been admired by every- 
one who has visited there in recent 
months . . . (We’ve) arranged for 
the leaders of the Detroit renewal 
program to tell us how it was de- 
veloped and carried out—and to 
show us exactly what has been ac- 
complished .. .” 

The all-day clinic played to an 
audience of downtown development 
leaders from as far east as Newark, 
N. J., north to Hamilton, Ontario, 
south to Memphis. Most were mer- 
chants. Here are some of the expe- 
riences passed to them. 


Detroit Mayor Louis C. Miriani 
gave some background. Again it 
was documented blight which got 
the wheels moving. “In 1930, the 
assessed valuation of downtown 
was $360 million. By 1950 it had 
declined to $220, down $140 mil- 
lion. Some 200 acres (of about 800) 
were lost by demolition. Most of 
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the buildings were 50 to 90 years 
old and obsolete.” But Detroit had 
good planning, he added, and was 
able to take quick advantage of 
every federal aid that came along. 
Now the city has a new skyline. “It 
has boosted a ‘parking lot down- 
town’ back to former assessed eval- 
uation and has triggered urban 
redevelonment in five communi- 
ties adjacent to Detroit . . . We’re 
seeing the rebirth of a metropolitan 
city (of four-million population).” 

The mayor reminded his audi- 
ence that the city’s greatest assets 
have been teamwork and coopera- 
tion and the “recognition of the 
necessity to revitalize the total 
downtown so that it might resume 
its share of the tax burden... 
Men who thought hard and fought 
hard have won us our new success. 
Some one had to pay for it in hard 
wor...” 


e The work goes back as far as 
1940. Charles Blessing, director- 
secretary of Detroit’s City Plan 
said it began with a ten-year study 
which resulted in the 1950 creation 
of a Master Plan calling for $800 
million worth of public improve- 
ments. He underscored the funda- 
mentals necessary to bringing back 
downtown: “Access is basic . 

so is adequate parking . . . But it 
is also essential that we make it a 
pleasure to come downtown again.” 
Hence the architectural beauty, 
fountains, sculpture. 

Blessing also emphasized that a 
vital tool in visualizing the.whole 
scope of the plan and in selling it 
was an $18,000 (donated by Hud- 


In Your 


So if your downtown is sick, what 
do you do? 

The first thing is to start to think. 
Second, get active. Third, start 
looking around for others in your 
community who are active—and 
that search goes all the way from 
City Hall to low-end retailers 11 
blocks off the 100% locations. 

There are downtown committees 
all over the country actively en- 
gaged in bringing back—or think- 
ing about bringing back—their cen- 
tral business districts. 

This year there were steady shut- 
tles of visiting committees through 
Kalamazoo and Toledo. Detroit 
held a clinic to tell its story, as did 
Kansas City. 

Downtown committees which 
didn’t visit had plenty of oppor- 
tunity to listen to downtown pro- 
gress in meetings and conventions 
held by the NRMA and other in- 
terested groups. On the record are 
speeches about Chicago’s promo- 
tion of downtown; Baltimore’s plans 
for its new Charles Center. City 
planning activity or new malls have 
been publicized from: Bridgeport, 
Conn.; Lincoln, Neb.; Hempstead, 
and Rochester, N. Y.; Fort Worth; 
St. Paul; Green Bay, Wis.; Fresno, 
Calif. 

If you can’t get around to see or 
to listen, you might read about ac- 
tion elsewhere. Here is a small bib- 
liography to get started. The list 
includes periodicals, books, articles 
and sources for more of the same. 

e Urban Land Institute, 1737 K. 
St., N. W., Washington, D. C. 

e “Architectural Forum Maga- 
zine,” 119 W. 40th St., N. Y. 18. (A 
Feb.,' 1956, story on ‘Modernizing 


son’s) scale model of the new pro- 
jected look of the future downtown. 
Toledo placed similar importance 
on its $4,500 model. 


e Planners were warned that park- 
ing is a problem that must be put 
in its proper perspective. “Parking 
itself is not the most important con- 
sideration,” according to John D. 
McGillis, director of Detroit’s Mu- 
nicipal Parking Authority. “A 
parking space alone will not bring 
a single customer to your store.” 

Ease and access are important 
and “cost of parking is an issue. 
But it is only one part of it and not 
the most important part .. . Down- 
town needs two kinds of parking: 
short-term parking for the shopper 
and long-term for the employee who 
drives.” 

McGillis commented that it is 
important to put the short-time 
spaces in as close to the basic core 
area as possible. The all-day spaces 
may be farther out since the em- 
ployee does not mind a short walk 
as long as he can get close to en- 
trances of freeways which whip 
him home quickly and easily. 

“Providing storage space _ for 
cars is as much the obligation of 
the city as maintaining the streets 
—if private capital is not avail- 
able,” McGillis said. 

Detroit has provided  under- 
ground parking below its main 
square, Grand Circus Park, and has 
handled over a million cars in two 
years of short-term space at 35 
cents the first hour, 25 cents addi- 
tional per hour with a maximum of 
$1.50 daily and 75 cents all night. 


Other close-in short-term space 
charges 25 cents for the first hour 
and 15 cents for additional. The 
long parker, slightly out, pays 65 
cents for all day and $13 per month 
(versus $20: per month for under- 
ground). 

“Emphasize the time element in 
selling parking and access,” Mc- 
Gillis advised. “We talk of minutes 
to get somewhere. We’re five min- 
utes away, twenty minutes away. 
Talk in minutes not miles. Sell ac- 
cess and availability of parking 
this way .. .” 

Putting things in _ perspective 
cropped up in another phase of the 
Detroit meeting. With so much 


_ stress placed on expressways which 


skirt downtown and on orderly 
traffic flow, Detroit experts warned 
that too much order might inhibit 
the congestion that is the essential 
pulse of any downtown’s business. 


McGillis concluded, for instance: - 


“We don’t want to get rid of con- 
gestion—we want more of it. We 
want to encourage congestion 
downtown but we must control it.” 


Here’s how Detroit encourages con- 
gestion downtown. It has organized 
a specific group to promote down- 
town shopping. Frank Colombo is 
the chairman of the promotion 
committee of the Central Business 
District Association. (Hudson’s 
again. He’s a graduate.) His basic 
approach is to make downtown ex- 
citing again in the minds of women 
who have built up prejudices in 
recent years. “Rather than change 
their image of downtown by insti- 
tutional advertising, it is better to 
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bring them back downtown with 
exciting events so that they can see 
the new downtown for themselves 
and change their own minds. .. .” 

He gave some specific back- 
ground of downtown trouble: “Re- 
tail sales in the Detroit business 
district dropped 10% from 1948 to 
1954 according to U. S. Commerce 
Dept. figures. The whole of metro- 
politan Detroit in the same period 
was up 40%. Of the nation’s 16 
largest cities, only downtown Pitts- 
burgh—off 16%—-was in worse 
shape than Detroit.” 


Detroit’s leading merchants coop- 
erate in supporting the downtown 
promotion committee. The com- 
mittee’s chief promotional gim- 
mick so far has been Down- 
town Detroit Days. Typical are co- 
ordinated (display, merchandise, 
all media advertising) events like: 
Salute to Women Who Work Week 
(March); DDDs in Spring and Fall; 
Mother’s Day Downtown (worked 
through a queen competition 
among 26 women’s clubs of differ- 
ent nationalities); and creation of 
special customer service short cuts 
for secretaries who work in the im- 
mediate neighborhood of the down- 
town stores. 

Answering a_ specific question 
from President Pinkus of Memphis’ 
downtown committee, Colombo 
said that Hudson’s had suffered the 
same six-year decline that all 
downtown suffered, but has since 
turned back its curve. and, he be- 
lieves, figures from the other mer- 


chants will show a total downtown 


Detroit resurgence. 


City, Downtown Can Be Saved 


Main Street” includes a further 
bibliography.) 

e Downtown Committee of the 
National Retail Merchants Assn. 
(NRMA, formerly National Retail 
Dry Goods Assn.) 100 W. 31st St., 
1 ie, toe 

e “City Planning and Urban De- 
velopment,” a publication by the 
Construction and Civic Develop- 
ment Dept. of the U. S. Chamber 
of Commerce. 

e “Downtown Is for People,” 
“Fortune” magazine, April, 1958. 


For local contacts in cities which 
have carried on downtown rede- 
velopment programs: 

e Kentucky State Chamber of 
Commerce, 317 Fincastle Building, 
Louisville 2. 

e Louisville C of C, Third & Lib- 
erty Sts., Louisville 2. 

e State Street Council, 209 S. 
State St., Chicago, and Internation- 
al Downtown Executives Assn., 
same address. 

e C of C of Greater Philadelphia, 
17th & Sansome Sfs., Philadelphia. 

e Detroit C of C, 21210 Gratiot 
Ave., Detroit. 

e Columbus C of C, PO Box 1527, 
Columbus 16, Ohio. 

e Downtown Kalamazoo Plan- 
ning Committee, Inc., Garret Van 
Haaften, chairman, American Na- 
tional Bank, Kalamazoo. 

e Downtown Toledo Associates, 
810 Security Building, Toledo 4, 
Phillip J. Zeller, Jr., exec. secy. 

e Office of City Planning, City 
Hall, Alexandria, Va., Denis H. Ca- 
hill, director of planning. 

e Committee for Downtown, 200 
W. Baltimore St., Baltimore 1. 


e Redevelopment of Downtown 
Areas. (Urban Renewal Part III), 
the June, 1959, issue of ‘New Eng- 
land Business Review’”’, published by 
the Federal Reserve Bank of Boston. 

e Proceedings of Downtown 
Newark (N. J.) Clinic (1957) and 
“Everything’s Up to Date in Kan- 
sas City,” from NRMA, $2.50 each. 


Advice on. downtown redevelop- 
ment comes in many degrees and 
doses. Some of it is philosophical, 
some practical. Some has a selfish 
interest in one tiny area of the 
whole problem. Here are some of 
the more _ interesting examples 
we’ve read: 

e Winning formula: “About 35 
cities and towns .in New England 
are trying to renew their down- 
town business districts through 
federally-sponsored clearance proj- 
ects. Not all of them will succeed. 
Urban renewal involves more 
than tearing down old buildings, 
selling the land to redevelopers, 
and billing Washington for two- 
thirds of the cost. A successful ur- 
ban renewal program requires over- 
all community planning, imagina- 
tive project area planning, strict 
code enforcement, and strong, po- 
litical, civic and business leader- 
ship. Only communities having all 
these ingredients are likely to be 
entirely successful.” “New England 
Business Review,” June, 1959. 

e The pedestrian mall in per- 
spective: “If one must accept the 
portrait of downtown as a patient 
on its deathbed, then the ‘mall 
bearers’ offer a Bufferin to cure a 
brain tumor . . . What is needed 
is not an architectural perspective 


but a series of long range and re- 
lated programs dealing with eco- 
nomic, social and physical elements, 
together with a systematic program 
of financing.” Seymour Sillman, 
Community Housing and Planning 
Associates, New York. 

e The Master Plan in perspective: 
“In the case of magical treatment 
of urban ills, reliance on the magic 
of the Master Plan instead cf on 
planning—with a small ‘p’—may 
not spell death, but it certainly 
means that later successful treat- 
ment, if it is ever possible, will be 
more difficult and more expensive.” 
Newsletter of the American Society 
of Planning Engineers, February, 
1959. 

e Decay in perspective: “It is 
true that downtown has problems. 
But these are problems of progress 
and not of deterioration or of dis- 
integration ... New Orleans’ down- 
town problem is not so much one 
of ‘revitalization’ or ‘dilapidation’ 
as it is of maintaining downtown’s 
present vitality and making it more 
vital.” Louis D. Brown, director, 
New Orleans Central Area Com- 
mittee. 


In the literature of downtown 
revitalization, whether the talk is 
the role of the merchant, or the im- 
portance of parking, or the old time 
religion of promotion, or putting 
things in perspective, two famous 
sages are most often quoted. One is 
P. T. Barnum. The other is a gentle- 
man by the name of Daniel Burn- 
ham. He’s bigger than Barnum in 
this world of urban renewal for 
four words: “Never make smal] 
plans.” 
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important difference 
in dryers 


When dryers line up like so many peas in a pod, who can 
blame the customer for being confused? Bui give her a 
model with a demonstrably different feature—like Maytag’s 
Halo-of-Heat Dryer—and you're in business. Maytag’s exclu- 
sive “no hot spots” principle makes sense to her. Sales prove 


it. Of course you have more to sell with Maytag—Wash ’n 
Wear Setting... Filtered Air. .. Safety Door... cabinet 
guaranteed against rust as printed in Maytag Warranty. So 
if you are tired of saying, “They're all alike”. . . better write, 
wire or phone your Maytag Regional Manager or Distributor. 

The Maytag Company, Newton, Iowa 


Halo-of-Heat Dryers 


MAY TAG 
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PHILCO 1960 Range Line: Super-Fast Oven 


With Philco’s super-fast “Quick Chef” separate thermostat on _ back- 
oven an infinite variety of mod- splash; equipped with a broil pan, 
ern foods can be quickly, eco- pan rack, oven. rack, rack-guides. 
nomically cooked. “Quick Chef”, Other 1960 models including 40- and 
highlight of the 1960 range line, 30-in. models have such Philco 
supplements the 23-in. Master features as “Broil-Under-Glass” 
oven in 2 range models; it is com- which is quickly removed for 
pact, only 8 in. wide; takes only cleaning; “Hide-A-Way” rotisserie 
6 min. to preheat; uses a 1500- is included in the deluxe 40-in. 
watt element and operates on model and is‘available as an ac- 
110 volts; can roast, bake, broil. cessory on the deluxe 30-in. 

Entire oven slides out of range for range; Philco Corp., “C” and 
cleaning at sink; controlled by Tioga Sts., Philadelphia 34, Pa. 


nation refrigerator-freezers for 
1960, including No. 18RMO8 
which incorporates the “Air 
Wrap” fresh food storage com- 
partment that wraps fresh foods 
in air for safe, longer storage. 
The new system, result of 5 
years’ research, makes it possible 
for fresh foods (meats, vege- 
tables, fruits and _ leftovers) 
to be kept fresh and safe as long 
as 14% days in this new com- 
partment; the compartment meets 
3 optimum conditions for fresh 
food storage: (1) maintains a 
temperature at threshold of freez- 
ing; (2° maint-ins maximum hu- 
midity; and (3) there is very 
little or no air movement. 


Philco laboratory tests show safe 


holding times in the “Air Wrap” 
compartment range from 11 
days for fresh meat; 9 days for 
leftovers; 14 days for fresh 
vegetables; 11 days for ground 
round steak. U. S. Testing Labs. 
confirmed the results of these 
tests, the manufacturer says. 


Designed into No. 18RMO8, largest 


combination refrigerator-freezer 
in the 1960 line, a 17.6-cu.-ft. 
model, is a 10.9-cu.-ft. refrigera- 
tor area and a 6.7-cu.-ft. frostless 
freezer. 


“Air-Wrap” uses a system for auto- 


matically defrosting freezer based 
upon running time of compressor 
so that needless* defrosting is 
eliminated; defrost water is 
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PHILCO 1960 Refrigerators: “Air Wrap” Storage Area 


Philco Corp. introduces 8 new combi- 


eliminated by heat from com- 
pressor as it collects in pan be- 
low cabinet. 


Frostless freezer feature is also used 


in No. 14RMO8, a 13.5-cu.-ft. 
combination. 


Another freezer feature for 1960 is 


convertible freezer compartment 
found in company’s model No. 
14RDO8, a 13.6-cu.-ft. combina- 
tion refrigerator in which the 
freezer can be converted into a 
regular refrigerator compartment 
by touch of a control; action does 
not affect ice cube area which is 
sealed off from freezer compart- 
ment. 


Magnetic door gaskets on Nos. 18- 


RMO8 and 12RDO04 which also 
feature a new plastic-foam door 
construction, for better construc- 
tion and insulation. These new 
plastic-foam doors are completely 
formed in a single operation. 


Philco’s “Dairy Bar” used on all 1960 


models includes butter and cheese 
keeper; in most models the milk 
shelf is adjustable for 1- or 2- 
qt. containers; egg racks are re- 
movable in 2 models. All 1960 
combinations have new blue in- 
terior finish accented by an eye- 
catching, polished, bright metal 
trim. 


In addition to above models, Philco 


will carry over 5 Budgetmaster 
models introduced in the line by 
the company last August. Philco 
Corp., “C” and Tioga Sts., Phila- 
delphia 34, Pa. 





sembly mounted horizontally) 
glides out to bring in fresh air 
and glides in to circulate room 
air. It is also possible to mix 
fresh air with room air by set- 
ting unit at any point between; 
has full 1l-in.-thick washable 
filter to remove dirt, dust, pol- 
len from outside air; filter indi- 
cator shows when filter should 
be washed or replaced; motor is 
rain-proof and outer case rust- 
proof. Provides complete privacy. 
Custom automatic 20-in. filter fan 
W-15 operates as a filter fan or 
an exhaust fan mounted in win- 


G-E VENTO-GLIDE FILTER FAN LW-! 


G-E 1960 Fan Line 
Highlight of G-E’s 1960 fan line is a 


Vento-Glide filter fan No. LW-1, 
which operates as a ventilator in 
summer and an air circulator 
year-round. Features include a 
new low silhouette: mounted in 
window, this low drawer-type 
unit (motor and fan blade as- 


dow, or as a portable for air 
circulation anywhere; glass-fiber 
filter; signal light to indicate 
when operating; multi-speed con- 
trol for wide variety of speed 
settings; rust-proof baked enam- 
el; electrically reversible; auto- 


matic timer and automatic ther- 
mostat. 


Other models in line include 3 new 


20-in. portables: Deluxe auto- 
matic W-14 with pushbutton 
controls, automatic thermostat, 


G-E CUSTOM AUTOMATIG FILTER FAN W-I5 


adjustable window mounting 
panel; electrically reversible with 
3 speeds each way. W-13, elec- 
trically reversible, features 3- 
speeds each way; W-12, a 3-speed 
fan is non-reversible. 


Portable roll-around 20-in. model P-4 


has 3 speeds; corrosion-resistant 
baked enamel; rolls easily on 
stand which tilts to any angle, 
adjusts from 46 to 62 in. high. 


Carried-over models include T-4 elec- 


trically reversible portable twin; 
W-9 reversible 20-in. window 
fan; W-8 non-reversible 20-in. 
window fan; F-3 floor circulator; 
A-2 all-purpose fan. All feature 
Trimline styling, spruce blue and 
white finish. 


Prices: LW-1, $64.95; W-15, $74.95; 


W-14, $69.95. Others from $49.95 
to $18.95. General Electric Co., 
Bridgeport, Conn. 
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page ads in the nation's top magazines tell the story! 


The New JERROLD 
TV-FM RECEPTOR* 
Ends Rabbit Ears ! 
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Toy 
‘ 
ss at Y the first 
. FAT“ really small a 
~~ : Mai 
really powerful 
TV-FM antenna ze 
@ No gadget or unproven gimmick . . . it has earned the Good The 
Housekeeping Guarantee Seal! 
@ No more rabbit ears cluttering up the top of the TV and FM set! 
@ Easy to install, slides over line cord of TV or FM set! 
® Does not plug into the electrical outlet or “bite’’ the wire! 
the new antenna that & Absolutely safe... uses no electricity! ‘ — 
hides while it works! e Tunes for best reception. . . once set, forget it! Vs 
Model TVR $595 List @ Equally effective on FM radios and Wi-Fi tuners! - 
z @ Handsomely packaged in a self display unit. Priced to sel! fast! 
Powerful merchandising kit and co-op advertising program ready for you. *Trade Mark Patent Pending 
See your Jerrold distributor or contact Mr. Walter Goodman, Sales Manager 
| ELECTRONICS CORPORATION Distributor Sales Division 
Dept. PD220 The Jerrold Building* Philadelphia 32, Pa. 





Jerrold Electronics (Canada) Limited 
Export Representative: CBS International, New York 22, N. Y. 
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ADMIRAL Shows 1960 Appliance Line 


ADMIRAL Refrigerator 


sor; fin and tube-type condenser 
gives more cooling surface for 


and Freezer Lines 
New high density, spun-glass insula- 


tion, offering a “space bonus” 
from 1.6 to 3.1 cu. ft. is featured 
in Admiral’s 1960 refrigerators 
and home freezers. This new in- 
sulating material has a tighter 
weave, is expandable, fills every 
void, and makes it possible to 
reduce thickness of cabinet walls 
by %-in. on each side still pro- 
viding better insulation than 
heretofore. 


Refrigerator line includes 10 models 


from 9.6-cu.-ft. to 16.5-cu.-ft. 
capacity; frozen food capacities 
range from 38 to 178% Ibs.; 3 
are conventional refrigerators (1 
automatic defrosting); other 6 
units are no defrosting Dual- 
Temp refrigerator-freezers. Dual- 
Temp new power plants operate 
more efficiently; have capacity 
to handle increased storage; pull 
down temperatures faster; also 
freeze ice cubes faster; high 
torque motor on new compres- 


faster, more uniform cooling; 
speedier “cold recovery” when 
door is opened frequently. 


Largest refrigerator, 18RF95, upside- 


down Dual-Temp has 16.5-cu.-ft. 
capacity; (4.5-cu.-ft. food storage 
in same floor space as ordinary 
12- to 13-cu.-ft. models). Main 
11.2-cu.-ft. food section and 5.1 
freezer section never need de- 
frosting; 3 swing-out shelves; 
twin 29-qt. porcelain crispers; 
covered meat keeper. Magic ray 
lamp prevents odor transfer; 2 
shielded interior lights; a food 
pedal opens freezer; 2 swing-out 
baskets can accommodate bulky, 
odd-shaped packages; automatic 
ice cube injector stores 175 cubes 
in portable bucket. A 14-7-cu.-ft. 
upside-down Dual-Temp also 
available with no defrosting in 
both sections. 


Five Dual-Temps have built-in de- 


sign for flush-to-wall installation; 
fashion fronts with striped alum- 
inum pattern on freezer’ door; 
anodized aluminum door frame, 
choice of exterior colors includ- 
ing new copper-bronze. Right- or 
left-hand doors; casters optional; 


and porcelain crispers. 
ADMIRAL CUSTOM BUILT-IN WALL OVEN 


Food Freezers 


ADMIRAL Free-Standing and Built-In Ranges Admiral’s food freezer line for 1960 


Admiral’s 1960 free-standing electric mit dialing any heat featured in 


range line features a “built-in” 
look, new high-density insula- 
tion, larger oven in top 30-in. 
model and larger picture win- 
dows. The line consists of 6 mod- 
els: three 30-in. and three 40-in. 


Topping the line is a double oven 


model, No. 4RG8, with Flex-O- 
Heat surface unit controls pro- 
viding infinite number of heat 
settings, built-in griddle, roast 
meat thermometer control, sur- 
face unit with automatic temper- 
ature control and a new auto- 
matic timer clock and minute 
minder. This deluxe range has 
thermometer-type heat indicat- 
ors; 2 built-in appliance outlets 
(one timed); a 2400-watt unit 
that gets “red hot” in 60 sec.; 
control-panel splashguard. 


Main oven has 2-speed infra-red 


broiler; removable door with 
non-fogging 13x17-in. poctire 
window. Auxiliary oven also has 
removable door. 

automatic rotary roaster is op- 
tional. Full-width storage drawer 
accommodates large utensils. 


The 30-in. ranges are headed by a de- 


luxe model with all features of 
the top 40-in. unit, except the 
second oven and built-in griddle; 
over-sized picture window is 13x 
21-in. Flex-O-Heat controls per- 








ADMIRAL DOUBLE-OVEN RANGE 4RG8 


all ranges but one in each size. 


Economy models contain surface unit 


controls with 7 different heat 
gradations; ovens have rounded 
corners for easy cleaning; auto- 
matic interior lights. All have 
new type spun-glass insulation 
that keeps kitchens cool by re- 
taining heat inside oven; reces- 
sed, divided tops; Microtube sur- 
face units; wing-type_ control 
knobs; roller kit optional for 
moving range to clean behind 
it; all have flush-to-wall instal- 
lation. Top models come in pink, 
turquoise, yellow, copper-bronze 
and white. 


Built-Ins 


A complete line of 1960 custom built- 


in ranges including 9 ovens and 
6 surface units are also an- 
nounced. Controls on ovens auto- 
matically start and stop cooking 
and are at eye-level height atop 
door; by slight pressure on hinges 
oven door can be opened a full 
180 degs. and dropped out of way; 
5 models have non-fogging pic- 
ture windows. An automatic ro- 
tary roaster is optional, accom- 
modates large turkeys, fowl, 
roasts (meats automatically baste 
while unit revolves). 


Built-in surface units have recessed, 


divided tops, which are easily in- 
stalled by lowering unit into 
counter-top opening. 


Custom models have 7-position heat 


switches; Imperial built-in has 
Flex-O-Heat controls with un- 
limited heat settings; automatic 
temperature control (ATC) unit 
that makes any pot or pan auto- 
matic and prevents overheating. 
A speedy “hot spot” unit is in- 
cluded on each built-in. All sur- 
face units have thin Microtub- 
ing and removable drip pans for 
easy cleaning. Available in choice 
of matching colors: turquoise, 
yellow, pink, copper-bronze and 
brushed chrome. Admiral Corp., 
3800 Cortland St., Chicago, 47. 
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ADMIRAL SLIMLINE FREEZER 1|9VF80 


consists of 3 chest models in 12-, 
17- and 23-cu.-ft. sizes and 6 up- 
rights from 9.6 to 18.7 cu. ft. New 
insulation makes possible for top 
upright model to have 74-lb. ad- 
ditional capacity, and top chest 
model more than 100 Ibs. 


Four uprights have no coils on back 


for flush-to-wall installation. Up- 
right 10VF30 compact 24 in. 
wide, holds 320 lIbs.; has 3 freez- 
ing shelves; also 4-deep capacity 
aluminum door shelves for stand- 
ard-size packages plus ‘%-gal. 
containers. 


Featured on all deluxe uprights is 


new quiet power plant. New com- 
pressor has high torque motor; 
fin and tube-type condenser. 
Glide-out storage baskets; pop- 
out door dispenser racks; built- 
in lock and automatic interior 
light are other upright features. 


Chest models have counterbalanced 


safety lid; built-in door lock; 
separate fast-freezing compart- 
ment, removable storage baskets; 
warning signal light that turns 
off automatically when temper- 
ature drops below safe level. 





ADMIRAL Dishwashers 


Two portable and 2 built-in dish- 


washer line: No. 20PD4 portable 
holds 12 place settings; pushbut- 
tons provide 5 functions: rinse 
and dry; warm; pre-wash and 
rinse; normal wash; double 
wash. Uses 10% gal. water; two 
7-min. wash cycles; 4 rinses take 
10-min., 775-watt element dries 
17-min. and maintains 150-deg. 
water; vinyl-covered, counter- 
balanced lid; sides of top-loading 
rack fold back. 


Portable, 10PD2 holds 9 place set- 


tings; single 36-min. wash cycle; 
uses 6.7 gal. water. 


Under-counter built-ins, 30UD6 and 


40UD8, hold 12 place settings; 
front-loading with revolving top 
tray; controls located at top of 
door; choice of 6 door panels; 


ADMIRAL BUILT-IN NO. 40UD8 


white, pink, yellow, turquoise, 
brushed chrome or copper-bronze. 
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HOTPOINT “SPACE-AGE 





REFRIGERATOR-FREEZER CPIBA 


HOTPOINT 1960 Refrigerators: ““Wonderwall” Insulation 


Hotpoint’s 1960 refrigerator line fea- 
tures an 18-cu.-ft. refrigerator- 
freezer combination taking same 
floor space as a 12-cu.-ft. model. 

Using a newly developed “Wonder- 
wall” insulation, 50% thinner 
than previous type, (a lamina- 
tion of saran, kraft paper, poly- 
ethylene and fiber glass) it re- 
duces wall thicknesses to 1 in. 

The new “Space-Age” CPI8A, a 2- 
door combination has an 11.5-cu.- 
ft. refrigerator, and 6.6-cu.-ft. 
freezer which holds 230 lbs. 
frozen food at zero. Two shelves 
and vegetable crisper in refrig- 
erator section swing out. : 

In addition to no-frost refrigerator 
section, it has a new no-frost 
freezer section: this “no noise- 
no fan” system is similar to sys- 
tem Hotpoint has been using on 
refrigerators for several years. 

Other features in the 18-cu.-ft. combi- 
nation include a special pull-out 
egg drawer, dairy storage with 
separate compartments for but- 
ter and cheese, special tall bot- 
tom door shelf. 

Two 14-cu.-ft, 2-door combinations, 
1 with swing-out shelves, (CP- 
14A) and 1 with slide-out shelves 


(PN14A), feature swing-out 
freezer basket and swing-out 
vegetable crispers; both have 
163-lb. freezer at bottom; freezer 
doors on both have special juice- 
can dispenser; door shelves for 
frozen packages. Deluxe CP14A 
has no-frost freezing section; re- 
movable egg trays; adjustable 
aluminum shelves, cooling sys- 
tem and freezer liner. 


Four 12-cu.-ft. models (3 combina- 


tions and 1 conventional): EW- 
12A, EY12A and EZ12A combi 
nations are 2-door models with 
separate 101-lb. freezers; swing- 
out adjustable shelves. Single 
door 21-cu.-ft. model has 49-lb. 
freezer, full width chiller tray. 


Two 1l-cu.-ft. models, Deluxe EGI1A 


and EBI11A have 75- and 49-lb. 
freezers respectively. Deluxe has 
4 inner door shelves; slide out 
rod type shelves; twin crispers. 


Two single door 8-cu.-ft. refrigerators 


with separate 32-lb. freezer and 
inner door shelves are also of- 
fered; all have magna-seal doors. 
Top models come in coral, yellow, 
copper brown or turquoise. Hot- 
point, Inc., 5600 W. Taylor St., 
Chicago 44. 
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HOTPOINT 1960 Ranges: 


Featured in Hotpoint’s 1960 range 


line is “recipe heat” cooking 
guides: a series of measured heats 
to eliminate guesswork from all 
types of cooking: a marked dial or 
pushbutton gives right heat; re- 
styled with high backsplasher 
with central control panel at eye 
level, in seven 39-in. and five 30- 
in. automatic pushbutton models. 


Top 39-in. deluxe, RC85A, double- 


oven model, has “recipe heat” 
guides on all surface units includ- 
ing automatic thermostatic con- 
trolled unit with 2-heat patterns: 
8-in. for large and 6-in. for small 
utensils. Rotisserie in smaller 
oven; separate bake and broil 
units; roast-right thermometer; 
oven timing clock; minute-mind- 
er; full-width storage drawer; 
recessed cooktop; 2600-watt Cal- 
rod; automatic oven temperature 
control and 2 appliance outlets. 


RC75A deluxe single oven range is 


similar with only 1 oven; rotis- 
serie holds a 15-lb. roast; 2 spe- 
cial storage drawers. RC65A de- 
luxe single oven has above fea- 


, 


“Recipe Heat’’ Guides 


tures with special rotisserie 
“recipe heat” guide. Medium- 
priced RC55A has double oven. 
RC45A, single oven version with 
full width drawer and deepwell 
cooker. RC18A and RCI16A com- 
plete budget line. 


30-in. line (2 deluxe, 1 medium, 2 


budget) features RB75A_ with 
“recipe heat” cooking; automatic, 
thermostatically controlled sur- 
face unit with 6-in. and 8-in. heat 
patterns; extra wide oven rotis- 
serie; roast-right thermometer; 
oven timing clock; minute timer; 
recessed top; 2 appliance outlets 
and automatic oven temperature 
controls are featured in top mod- 
els of 30-in. line. 


RB65A similar to Deluxe 30-in. does 


not have automatic surface unit 
or roast-right thermometer. It 
does have special baking and 
roasting guide. RB45A economy 
model with deluxe features. 


Deluxe models come in coral, yellow, 


copper brown or turquoise. Hot- 
point Inc., 5600 W. Yaylor St., 
Chicago 44. 





REVCO Bilt-In Refrigerator-Freezer 





REVCO BILT-IN COMBINATION RF-.17) 


Retaining the popular classic design 


of current Revco models, the new 
Combination RF-171 fits into a 
floor space 2x5 ft.; with oper- 
ating assemblies outside storage 
compartment, it is claimed to 
offer maximum storage capacity 
of 16.5 cu. ft. (11 cu. ft. for the 
refrigerator section and 5.5 for 
the freezer section). 


The “Gourmet” refrigerator in upper 


section provides continuous cir- 
culation of uniformly cold air to 
maintain exact temperatures as 
selected in a range of from 33 
to 46 degs, never needing to be 
defrosted; ultra-violet lamp as- 
sures ozone-freshened air and 
minimizes transfer of food fla- 
vors; flexible shelf arrangement: 
all are removable; center shelves 





are adjustable to pull out 
smoothly for convenient loading; 
see-thru’ glass shelf covers slid- 
ing meat drawer and crisper; 
white porcelain liner, easy to 
clean. Frequently used items 
such as eggs, cheese, butter, etc., 
are conveniently stored in door 
which has 3 shelves; large lower 
shelf holds %-gal. or smaller 
containers. 


The 5.5-cu.-ft. freezer section has fast- 


freeze cube-tray shelf (3 trays), 
cube ejector and container; spa- 
cious see-thru’ drawer glides out 
for easy storage and _ access; 
handy door rack dispenser loads 
from top; takes large and small 
cans of juice or soup. 


Rectangular stainless-steel frame with 


functional handle in chrome and 
ebony; full perimeter door mag- 
netic gasket; color-flexible door 


panels may be changed easily; 
RF-171 is offered at factory in 
stainless steel, copper-glo; and 24 
custom matching decorator spe- 
cial finishes in wood or synthetic 
materials may be applied to 
match related surfaces and to 
harmonize with room decor. 


New adjustable glide rails at base of 


unit make a full range of level- 
ing adjustment possible; with 
control at front, adjustments are 
easily made without moving unit 
in or out of position. This same 
feature will be incorporated on 
all 1960 Revco Built-Ins. Front 
leveling adjustment feature, it 
is claimed, cuts installation time 
to minimum; surrounding cabi- 
net costs are also reduced. 


Price, $680.75. (Special finish or colors 


at small additional cost.) Revco, 
Inc., Deerfield, Mich. 
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filter directly above range; after 
being freed of grease, air passes 
through special “Micro-Flo” filter 
to remove smoke; then through 
an activated charcoal filter to 
eliminate odors. Combines air 
cleaning with greatest range cov- 
erage; extends 21 in. from wall 
to cover front burners. 


re Available in 30-, 36- and 42-in. widths 


te s ~e 
NUTONE "TRIPLE-AIRE" NO-DUCT RANGE HOOD 


NUTONE No-Duct 
Range Hood 


NuTone announces the first no-duct 
range hood in its line of venti- 
lating equipment. It eliminates 
all 3 cooking problems: smoke, 
grease and odors: 4-speed Deluxe 
power fan in NuTone’s “Triple- 


in satin anodized aluminum, cop- 
per anodized aluminum, copper 
enamel, antique copper enamel, 
and stainless steel; may be at- 
tached to cabinets or wall shelf. 
Wiring can be plugged in or con- 
cealed. Replacement filters. No. 
842 charcoal, or No. 843, smoke 
filter, $5. each; No. 225 plug-in 
kit with 3-way plug and wire to 
hood junction box, $1.90. 


Aire” hood pulls grease-laden Prices, from $109.20 to $144.70. Nu- 


air into a large aluminum mesh 


Tone Inc., Cincinnati 27, Ohio. 





NATIONAL Food 

Disposer 

“Citation” is top model in National’s 
food-waste disposer line designed 
to fit any building. 

Features include “cover-control” op- 
eration: the unit starts by twist- 
ing the stainless-steel cover to 
the “grind” position; no back- 
splash, no possibility of silver- 
ware or utensils dropping into 
grinding elements while in oper- 
ation; same cover can be set at 
“seal” or “drain” for normal sink 
use without operating disposer. 
Also has “power-surge” reversing 
to instantly clear any jams that 
may occur. All models grind even 
corn cobs and large bones into 
micro-sized particles;  all-in-l 
Power-Pak factory sealed; cra- 
diedin Neoprene “Whisper-Ring.” 


Plumbing Equipment Div., Na- 
tional Machinery Co., 47 W. Ex- 
change St., Akron, Ohio. 
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EMERSON PORTABLE TV 1524 


EMERSON TV Sets 


Three new TV sets: a portable, No. 
1524; a table, No. 1526; and 
a Stereo TV-PhonoradiO-Lo-Boy 
combination, No. 1464, are added 
to the Emerson 1960 line. 

. 1524, a 17-in. portable features 
Emerson Super-Power chassis 
with new high gain, 3-stage I.F. 
amplification system; equipped 
with an automatic noise inversion 
circuit; “Local-Distance” control 
and an all-directional hide-away 


Tone” sound system; front con- 
trols; slender cabinet. Available 
as No. 1527 (UHF-VHF). 

1464, a Stereo TV-PhonoradiO- 
Lo-Boy combination features 
“Full Power” transformer chassis 
with a 21l-in. wide-angle 110-deg. 
aluminized picture tube or 262- 
sq.-in. viewable area; superhet 
radio; dual-channel amplifier; 
automatic 4-speed “Auto Brain” 
stereo record changer; coordi- 
nated stereo sound system with 
provision for connecting external 
speakers. 


This complete home entertainment 


center is equipped with such ad- 
vanced developments as_ stereo 
hi-fi speaker selector switch 
which permits use of full speaker 
system or normal speaker sys- 
tem, built-in balance control, 
separate bass and treble controls 
and illuminated channel indica- 
tor; Lo-Boy cabinet available in 
limed oak, mahogany or walnut 
hardwood veneers. Also available 
as No. 1465 (UHF-VHF). 


4-section double dipole antenna; Prices, No. 1524, $156; No. 1526, $128; 


front controls are provided for 
most effective tuning; housed in 
slender cabinet with specially de- 
signed contour handle, balance- 
positioned for maximum porta- 
bility. Available as No. 1525 
(UHF-VHF). 

1526, a 17-in. overall diagonal, 
149-sq.-in. viewable area table 
set, features the Emerson Super- 
Power chassis with new high 
gain 3-stage I.F. amplification 
system; also incorporates an au- 
tomatic noise inversion circuit; 
“Magic Memory” control; “Local- 
Distance” control; built-in an- 
tenna; and Emerson “Miracle 


No. 1464, Lo-Boy combination, 
$398. Emerson Radio & Phono 
Corp., Jersey City 2, N. J. 


EMERSON 1464 STEREO TV-PHONORADIO 
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she's doing 
everything possible 
to get a look at the 


revolutionary 
new 


WESTINGHOUSE 
REFRIGERATOR 


There’s no holding her since she got a hint of what the new Westinghouse Refrigerator 
does! It’s something she’s dreamed about for years but could never get before. She and 
hundreds of other women will be storming your store to catch a glimpse of this marvel. 
It looks as revolutionary as it is, making it a real traffic-builder and crowd-stopper — 
as well as a hot sales-maker. Watch here for the biggest news in refrigerators in a decade 


—coming soon—another reason why. . - THE BIG SWING IS TO WESTINGHOUSE! 


Westinghouse Electric Corp., Major Appliance Division, Columbus, Ohio 
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NEW 
SOUNDCRAFT 





THE ONLY TAPE 
DESIGNED FOR 
EVERY 
ELECTRICAL 
TAPING JOB! 


Sell the electrical tape that's got everything! 


COMPLETE PROTECTION 
AGAINST INSULATION FAILURE 


* Tremendous durability *« Perfect con- 
formability * High dielectric strength 
(10,000 volts) « Excellent adhesion and 
staying power * Non-combustible « Ex- 
treme resistance to aging * High 
resistance to temperature and humidity 
extremes and remarkable adaptability 
to a wide variety of uses! 


MS SOUNDGRAF Tow. soz: 


manufacturers of the world's finest magnetic recording tapes 











Have you 
stopped 
learning ? 


{ | A British statesman, it is said, read 
| | Gibbons “Decline and Fall of the 
Roman Empire” while waiting for 
| his wife to dress for dinner. 

; 4 Once a man feels the urgency to 


j the time and place to do it. 
+ ; If he had to spend countless 
L+—++ hours seeking out that which would 


\ 
} ‘ learn, it’s remarkable how he finds 
j ; 


{ be most useful in his work, the go- 
ing might be rough. But, happily, 

this herculean task has already 
been accomplished by McGraw-Hill 
| specialized magazines that span al- 
i most every field and function 





Your very own publication, for 
instance, that you are reading right 


—— 


now. Read it inquisitively. Read it 
imaginatively. Pass it along to your 
| fellows, tell them how much they 





can get out of it, too... 


Men who read more...earn more’ 





RCA-VICTOR 


Personal Radios 


Two “All-American Pockette Per- 
sonal” transistor radios, made in 
America with American compo- 
nents are announced by RCA- 
Victor. Small enough to fit in a 
shirt pocket, the deluxe Pockette 
Personals are the size of a pack 
of king-size cigarettes; weigh 
less than 9 oz. including battery; 
non-breakable “Impac” cases; 
both models have “High-T” cir- 
cuits; 6 transistors, 2 diodes; 
powered with a 4-volt mercury 
cell; hi-impedance speaker; hi- 
gain ferrite rod antenna; built- 
in jack for earphone attachment. 

ITP1, champagne white, turquoise 
and white or charcoal and white. 

ITP2, in solid champagne white, char- 
coal; gold and aluminum trim. 
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RCA-VICTOR ITP2 POCKETTE PERSONAL 


Price, ITP1, $34.95; ITP2, $39.95. 
RCA-Victor Div., Radio Corp. of 
America, Camden, N. J. 





News in TV Accessories 





MODEL 1000 


Furniture Co., 
Rockford, Ill., offers an equip- 
ment and record cabinet No. 105, 
for mono and stereo hi-fi music 
systems; this all-in-one équip- 


Rockford Special 


ment center permits flexibility; 
designed to house an amplifier 
and/or preamplifier, tuner, tape 
recorder, record changer, tran- 
scription table. Price, $109.50. 

Model 1000 all-in-one stereo console 
cabinet has acoustically designed 
twin speaker enclosures within 
outer cabinets on each side float- 
ing on live rubber. Each enclo- 
sure is designed to house a 12-in. 
loud-speaker or separate multi- 
way speaker system and any size 
tweeter. Upper section of center 
is built to house amplifier and/or 
preamplifier, tuner or tape re- 
corder; removable shelf, adjust- 
able in height; comes in natural 
walnut; mahogany, blonde or 
ebony. Price, $159.50. 





Make friends with your customers 





The gleaming finish on that new 
television set played a large part in 
closing the sale, Will it be marred by 
ugly scratches before it is delivered? 
Not if you protect it with Webb Wrap- 
abouts. Made of water-repellent can- 





Webb Manutacturing Co. 
2918B N. 4th St., Phila. 33, Pa. 


TV washers () refrigerators 


vas, thickly padded and flannel-lined, 
they last for years. And they protect 
everything —the appliance, the cus- 
tomer’s woodwork and your reputation 
as a service-minded merchant. Why 
not write for information today? 


WRAPABOUTS 


For Radio, HIFI, TV 
and Alr Conditioners 
For major appliances use Slingabouts 


Please send me prices on Wrapabouts and 
Slingabouts for 


C] ranges ([] radios C1 air conditioners 





FIRM NAME 





ATTENTION: 





STREET city ZONE STATE 
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MERCHANDISING 


SUPPLEMENT 


NEW PRODUCTS— 
NEW SALES 


Check this issue's listings— 
for items you need now. 


THIS SECTION CAN BE 
ECONOMICALLY USED FOR: 


MORE SALES— 
- MORE PROFITS 


A special classification for manu- 
facturers desiring advertising in 
space smaller than the minimum 
run-of-book display space. The 
space available in this section is 
| to 6 inches. 


REACH ALL BUYING INFLUENCES 
RATES—————ON REQUEST 
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Handle refrigerators, 
ranges and freezers 
the quick and easy 
way. Pat'd Step-On- 
Lift. Retractable 
wheels. 7-ft. web 
straps. Cap. 800 Ibs. 


Deluxe Model (Swivel wheels at one end) $52.00 
Super Deluxe (Swivel wheels at both ends) $56.00 
FOB Zumbrota. Ship. wt. approx. 50 Ibs. 


Write Dept. B 
ROLL-OR-KARI CO., Mfgrs., Zumb 











Permanently splices broken 
wires and coils in electric 
appliances, automotive and 
industrial equipment. Make 
repairs ands plices quickly, 
cheaply. 5 sizes. 


ae) 
Just insert wire 
ends and crimp WRITE FOR CATALOG 


tight with ordi & FREE SAMPLE 
nary pliers. 


MEND-IT SLEEVE MFG. CO. 


3125 Gloria Terrace Lafayette, California 














EARCHLIGHT 


CLASSIFIED 
ECTION  wvesisin 
EQUIPMENT (SURPLUS) : :MERCHANDISING 


“OPPORTUNITIES” 
EMPLOYMENT :BUSINESS 


SEARCHLIGHT SECTION is the na- 
tional medium for announcements of 
unique interest, spots the big bar- 
gains in; Used and Surplus New 
Equipment; Positions Wanted or Va- 
cant; Selling Opportunities, Offered 
and Wanted; Purchase or Sale of 
Business; and miscellaneous an- 
nouncements of great variety. 


There are two styles available in 
classified advertising: 


DISPLAYED—Individual space with 
border rules for prominent display of 
your advertisments. 


UNDISPLAYED—Which is set in 
one paragraph, no display. Minimum 
of 3 lines, based on the use of 5 
average words as a line. 


ON REQUEST. 


























SELLING OPPORTUNITY AVAILABLE 


Representative to cover electrical trade 
for manufacturer of medicine cabinets. 
Various territories open. Reply Mirro- 
Chrome, 12 Fifth St., Valley Streem, 
‘et 








Raytheon Steps 
On the Throttle 


Speed. And more of it. 

Aiming for rapid shipment to 
distributors, the Raytheon Mfg. Co. 
opened a new, high-speed Unicenter 
in Westwood, Mass., last week. 

Using private wire communica- 
tions, data processing equipment, 
automatic inventory controls and jet 
cargo planes, Raytheon can deliver 
electronic parts across the nation 
from the new distribution center in 
24 hours. 

Before, the company’s 700 dis- 
tributors had a 7 to 13-day wait 
while being served by three field 
warehouses. But no more. Now, 
everything will be handled faster 
and better by the single center. 

Besides eliminating field ware- 
houses and reducing delivery time, 
the new system will: 

Reduce duplicated inventories ap- 
proximately $2 million. 

Eliminate taxes on duplicated in- 
ventory. 

Eliminate back ordering. 

Eliminate extra billing cost of 
hack orders. 

The Unicenter was even built 
speedily. Starting with a vacant lot, 
the 60,000-sq.-ft. building was 
ready for operation in only five 
months. 





Rounding Up 
World News 


LONDON—Associated Electrical In- 
dustries, Ltd., a group which in- 
cludes three of Britain’s best- 
known industrial companies, has 
completed its two-year reorganiza- 
tion plan. Effective Jan. 1, the AEI 
will start operating under its new 
structure. 

The organization will become a 
parent company of a number of 
wholly owned ‘subsidiaries operat- 
ing as divisions. The three large 
companies within the group—Met- 
ropolitan-Vickers, British Thom- 
son-Houston and Siemens Edison 
Swan—will cease trading under 
their. own names and will become 
regional divisions of AEI. A do- 
mestic appliance firm, AEI-Hot- 
point, and 14 specialized product 
divisions will make up the rest of 
the group. 


TOKYO—Peking radio revealed 
Red China is now turning out elec- 
tronic computers, telephone ex- 
changes and broadcast and tele- 
vision transmitters in addition to 
radio sets. The radio said the Peking 
electronic tube factory, which went 
into production last month, ac- 
counted for 70% of the country’s 
electronic tube production within 
three weeks. 

Peking started making radio sets 
in 1954. Its output was around 
110,000 last year, the radio said. 


TOKYO—tThe check price now in 
force for transistor radios exported 
to the U. S. and Canada may be re- 
tained until the end of next March 
instead of being dropped in Janu- 
ary. The Japan Machinery Export- 
ers Association is waiting for gov- 
ernment approval of its decision to 
extend the check price agreement 
for three months. The agreement 
now calls for a $14 minimum price 
on six-transistor sets exported to 
the U. S. and Canada. 








You get 


so MUCH MO 


with FLEX-VENT* 


THE COMPLETE CLOTHES DRYER VENTING LINE 


MORE SALES... 

With the complete Flex- 
Vent line you can vent 
any dryer in any type of 
installation, 


MORE PROFIT... 
Automatic profit 
each dryer’ sold. 


MORE STORAGE 
ROOM... 

Flex-Vent has the small- 
est and easiest to stack kits 
and bulk cartons in the 
industry requiring only 
half the ordinary space. 








MORE COMPLETE... 
The complete Flex-Vent 
line includes vent hoods; 
white flameproof flexible 
tubing; aluminum and 
transparent window 
plates; clamps; acces- 
sories, .etc. 


MORE CUSTOMER 
SATISFACTION ... 

The quality Flex-Vent 
line is built 100% by the 
world’s largest manufac- 
turer of flexible tubing. 
Flex-Vent is approved by 
leading dryer manufac- 
turers. 


Flex-Vent is stocked by hundreds of appliance 
distributors and parts jobbers across the 
country. For names of those nearest you, 
phone, wire or write directly to us at Dept. 8N. 


Flexible Tubing 


CORPORATION 
Guilford, Connecticut ¢ Anaheim, California 
Hillside, Iinois ¢ Dallas, Texas 


Associate Member of American Home Laundry Manufacturer's Association 
Associate Member of The Appliance Parts Jobber’s Association 
































Whirlpool Corp. has been throwing in 
a free Johnson Wax kit with sales of 
its vacuum cleaners, a successful pro- 
motion this fall. The kit is obtainable 
only from Whirlpool and contains 
waxes nested in a carrier. The retail 
value of the kit, a Whirlpool exclu- 
sive, is $8.20. 


CAN YOU USE? 


Burgess Battery Co. of Freeport, 
Ill., division of Servel, Inc., is of- 
fering dealers three new flashlight 
and lantern displays designed to 
meet retail store merchandising re- 
quirements. The floor unit and two 
metal racks for counters are avail- 
able in 12 different colors and are 
provided free with the purchase 
of Burgess portable lights and bat- 
teries. 


TV Development Corp. of Jamaica, 
N. Y., is offering a large-size wall 
chart of 112 most-wanted TV re- 
placement knobs. Dealers can get 
the chart free of charge from their 
distributors. 


Radio-Electronic Master is offering 
a 24-page tube interchangeability 
guide listing 1,140 foreign tube 
types available in the U. S. Distrib- 
utors can obtain booklet free from 
Radio-Electronic. Master Distribu- 
tors, or by sending 25¢ to cover 
cost of handling to Radio-Electron- 
ic Master, 60 Madison Ave., Hemp- 
stead, N. Y. 


L. A. Darling Co., Dept. 450, Bron- 
son, Mich., is offering free a new 
handbook and catalog on merchan- 
dising store fixtures. 


c 
Y 





Here’s a new four-track stereo™tape 
package to be offered as a free premi- 
um with the sale of a Webcor stereo 
tape recorder. Light classical and pop- 
ular music are included on the tapes. 
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Out in ’60: Roll-Up Record 


Put seven of these new records 
in a regular envelope, stick a four- 
cent stamp on it, and drop it in the 
mail—no special handling needed. 

The disk is less than one-eighth 
the weight and thickness of a con- 
ventional record. Made of unbreak- 
able polyvinyl chloride plastic, it’s 
pliable and can be rolled in a mail- 
ing tube or inserted in cereal boxes, 
books and magazines. Seven-inch 
records will have a complete range 
of speeds. They’ll sell for 3% to 5¢. 

Rank Audio Plastics, a division 
of Rank Records of America, Inc., 
New York City, is producing the 
records. Consolidated Litho Corp., 
Long Island, exclusive U. S, manu- 
facturer, plans to make 40 million 
records in 1960. 





Look What They Have 


American Motors Corp. came out 
with some usually buried figures 
on its appliance dealers and dis- 
tributors at a recent meeting of 
security analysts held in Kenosha, 
Wis. 

Included in an AMC fact sheet, 
listing such things as products, sub- 
sidiaries, licensees, plant area and 
financial standing for the whole 
corporation, were these totals on 
U. S. and Canadian dealers and ex- 
port distributors for appliances: for 
Kelvinator, 7,831 outlets, 6,829 of 
them franchised; for Leonard, 2,274 
outlets, 2,060 of them franchised. 

That makes 10,105 outlets for 
AMC’s appliances, 8,889 of them 
franchised. And the franchised total 
includes 4,213 exclusive dealers. 








NO 
APPLESAUCE! 








This hardheaded fellow goes only by facts. And, he’s not ordering any 1960 air conditioners until he’s seen the new 
Westinghouse line. He knows it’s a fact that: WESTINGHOUSE WAS HOTTEST IN AIR CONDITIONER SALES IN '59. They sold 
7%-amp. models (top moving type) faster than anyone else. He also knows WESTINGHOUSE IS ON THE MOVE AGAIN FOR 
1960 ... huge new air conditioner production from Columbus, Ohio... bigger and better award winning promotions 
. . » powerful advertising on network TV and in America’s leading magazines. So, don’t make a move until you’ve 
gotten the facts. Make a date with your Westinghouse Appliance Distributor to see the all-new Mobilaire line . . 
all-new Mobil-frame installation . . . plus the big new powerhouse Custom Heavy Duty line for 1960. 


WESTINGHOUSE MOBILAIRE...TOP BANANA IN AIR CONDITIONER SALES IN ’59! 
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“We're counting on the Yellow Pages to 
bring business into our new retail operation!” 





A Wew Standard in 
TELEUISION Sewice 


We SOLVE Your TV Problems 


Coll at HU 5-8211 
Weber 


ON ALL MAKES 
yy Clive With Salt Lake's Best Service Guarantee 
Tike, Soe Wahlin Open @ to 6 Mon. They Fri-® to t Sart. 
2927 Highland Drive 


STATE ELECTRONICS INC. 


Aa Association of Master Technicians & Engineers 











STATE ELECTRONICS builds identity and business with 
this 4-page ad (reduced) under TELEVISION-REPAIRING 
plus listings under 8 classifications and trade-marks. 


says Cliff Hopkins, State Electronics, Inc., 


Salt Lake City, U tah 


“After many years in the service end of the 
TV business, we recently opened a retail 
showroom. We’re relying on our reputation 
for good service to help our retail sales. 
And we’re counting on the Yellow Pages, 
too. 30% of our new service business comes 
in through the Yellow Pages, and we’re sure 
the Classified will do the same fine job for 


our new operation!” 


Yes, there’s nothing like the Yellow Pages 
for bringing businessmen and customers 
together. So whether it’s sales or service 
calls you are after (or both!), tell more 
prospects where to locate you! Call the 
Yellow Pages man at your local Bell 
telephone office now! 


the buying guide that tells people WHERE to buy. 
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Promotion Has Them Wondering, | 2eed of G-E Retires, 
‘All These and Appliances, ‘Too? 


That's what grinning winners on 
“The Price Is Right” were asking 
themselves last week. Why? They 
carted off electrical bonus prizes— 
as well as their guess-gotten gains. 

The bonus appliances—on last 
Wednesday’s evening show and 
next Thursday’s daytime session— 
are part of Edison Electric Insti- 
tute’s Christmas “Give Better Elec- 
trically” promotion. This year, the 
event’s second, close to 100 electric 
light and power companies are in on 
the doings. 

All participating utilities and in- 
dustry allies received a special GBE 
newspaper supplement for local 
distribution, To back up grass-root: 
efforts, EE! is featuring the Christ- 
mas gift theme in its network TV 
shows und in trade press advertis- 
ing. And, of course, there was a 
multi-page GBE “Advertacular” in 
the November 21 issue of ‘““The Sat- 
urday Evening Post.” 

Will it work? EEI figures it will 
get consumer readership of close 
to 30 million—that’s counting just 
the advertising and a promotional 
booklet. 


How’re You Going to Sell 
Them Down on the Farm, If. . 


. you don’t know what they 
need? That’s what Roosevelt Coun- 
ty Electric Cooperative, Inc., Por- 
tales, N. Mex., wanted to know. So, 
it decided to find out. 

The co-op utility sent postcards 
to 1,650 customers asking what they 
owned and what they needed. It 
sweetened the pot—and the possi- 
bility of getting replies—by offer- 
ing those- who answered chances 
at three Westinghouse Dog-O- 
Matics. Over half returned cards. 

Here are some of ‘the things the 
utility co-op found out: 
Customers are well-stocked with 
electric blankets and sheets, deep 
fat fryers, food freezers, food mix- 
ers, portable heaters, roaster- 
bakers, color TV sets and wringer 
washers. 

A goodly number want to buy air 
conditioners, clothes dryers, ranges 
and automatic washers 

Few want to buy dishwashers, dis- 
posers, black and white TV sets or 
laundry combos. 


Ohio Power Co. won an award for 
its electric clothes dryer ad cam- 
paign. The _ utility’s mewspaper- 
radio-TV program backed up a 
seven-week sales event which 
moved 3,953 units. The Cleveland 
Advertising Club made the award 
for “clarity of objective and adver- 
tising performance achieved.” 


Last Tuesday marked the end of 
the United Illuminating Company’s 
fall electric dryer promotion, in 
which UI offered an electric blanket 
to every dryer customer. During 
the promoation’s first six weeks, 
dealers sold over 700 blankets in 
the New “Haven-Bridgeport, Conn., 
area. And at one ‘time.during the 
push, sales averaged 28 a day. 


Forty-two dealers have just com- 
pleted a five-week course in elec- 
tric comfort home heating spon- 
sored by the Duke Power Co., Dur- 
ham, N. C. J. Edward Whisenant. 
the utility’s heating specialist, told 
graduating dealers, electric heating 


was being accepted “very rapidly” 
in the Piedmont Carolinas. “The 
number of installations made since 
the first of this year is almost twice 
as many as existed previously . : .” 
he said. 


The growth in Southern and Cen- 
tral California is shown in reports 
by the Southern California Edison 
Co. indicating that the company’s 
electrical demand has _ increased 
about 50%. 

It took 59 years to reach the 2,- 
000,000-kw mark in net peak de- 
mand, but only from March, 1955, to 
add a third million kw of demand. 





| 
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An Industrial Symbol 


Thirty-six years with the Gen- 
eral Electric Co. came to end last 
week for Philip D. Reed, former 
chairman of the board. Reed, 60, 
retired from the company Monday. 
Travel, continuing work as a di- 
rector of numerous companies and 
relaxation at his home in Antigua, 
British West Indies, are on his 
agenda. 

Reed stepped down after 19 years 
as chairman of the G-E board last 
year as part of a long-range plan 
leading to his retirement. Ralph J. 
Cerdiner, who succeeded him, said 
Reed had “earned an international 
reputation as the very symbol of the 
enlightened businessman.” 
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Philip D. Reed, leaving G-E. 








“Why one magazine 


was our obvious first choice 


for introducing 


this new product”’ 


A new appraisal of advertising values 
from one of America’s great companies... 


N SELECTING media for an important new prod- 
i uct announcement, why did The Hoover 
Company arrive at Reader's Digest as its first 
choice? 

“We and our advertising agency, Leo Burnett 
Company,” says Hoover, “concluded that the 
Digest offers us four clear-cut advantages: 


1 “First,” Hoover points out, “the Digest has a 
proved record of success in launching new 
products.” 
Among the many new products introduced with 
conspicuous success in Reader's Digest are Dove 
bath and toilet bar, Johnson’s all-new Glo-Coat 
wax, Glamorene and Adolph’s Meat Tenderizer. 


2 “People believe what they read in the Digest.” 


Survey after survey has shown that readers have 
greater faith in Reader’s Digest than in any other 
advertising medium. For any product, the Digest 





accepts only advertising that meets the highest 
standards of reliability. Of major advertising 
media, it alone accepts no alcoholic beverages, 
no tobacco products, no patent medicines. 


3 “In the Digest we can tell our story instantly 
to the largest audience of readers in history.” 


Reader’s Digest reaches nearly a third .of all 
American homes—more than 12,000,000 families, 
more than 35,000,000 readers. The Digest audi- 
ence is larger than that of any other magazine, 
any newspaper or newspaper supplement, or the 
average nighttime network television program. 


4 “The Digest audience has more of everybody 
we want to reach: 


—“More people with the money to buy new 
products . .. people who set higher living stand- 
ards for their own communities.” 
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PEOPLE in the NEWS 


General Electric Co.—Robert C. 
Wilson was named general manager 
of the radio receiver department, 
with headqvarters to be opened in 
Utica, N. Y., early next year. 
Charles J. Coward was appointed 
general manager of a newly created 
audio products section in the radio 
receiver department. 


Skil Corp.—Donald S. McKeracher 
has been named vice president and 
general manager of Skiltools, Ltd., 
Toronto. He was formerly Canadian 
sales manager for Black & Decker 
_ Manufacturing Co., Ltd. 


Youngstown Kitchens, a division of 
American Radiator & Standard 
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This full-color advertisement 
appeared in the October Reader’s Digest. 


The Digest is read each month by more than half 


OF fiers ». 
OTY thing 


Corp.—Chester J. Hunt has as- 
sumed the job of manager of pub- 
licity and field sales promotion and 
Kenneth W. Rhoades has been ap- 
pointed manager of advertising 
production and distribution. 


National Rubber Machinery Co.— 
R. C. Carney has been appointed 
nationwide sales promotion coordi- 
nator for instant-hot water dispen- 
sers for the plumbing equipment 
division. 


Kitchen Aid Home Dishwashers, 
division of the Hobart Manufactur- 
ing Co.—Lee W. Feinerer has be- 
come market researcher and statis- 
tical analyst for the division. 


DONALD S. McKERACHER CHARLES J. COWARD 


Rek-O-Kut Co., Inc.—Jerry Melt- 
zer was named sales promotion 
manager for the company and for 
its Audax division. 


Easy Laundry Appliances—Harry 
G. Dumas has been chosen assist- 
ant national sales manager of the 
Chicago manufacturer of washers, 
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the U.S. families with incomes over $10,000. 


—“More people who already own Hoover prod- 


ucts.” 





Quick facts for busy executives 


Only Reader’s Digest offers all these advantages 
to help your advertising dollars work harder: 


Digest families buy over 30% of all new vacuum e 4-color advertising for only 13.1% more than 
black-and-white. Lower cost-per-thousand for 


cleaners. 


—“More people who live in homes that they 


own. 


22,300,000 Digest readers are in home-owning 


families. 


—“More people looking for an unusual Christ- 


mas gift.’ 


4 colors than any other major magazine offers for 
black-and-white. 


2 colors at the same cost as black-and-white. 


extra cost. 


Digest readers buy nearly one-third of all gift 


merchandise sold in the U.S. 


Bleed-page advertising—40% more space—at no 


Half pages in 2 and 4 colors, 


Summing up, The Hoover Company says, “The 


Reader’s Digest climate and readership are per- 


fect for the introduction of our exciting new 


Electric Floor Washer.” 


All advertising placed adjacent to editorial. 


Over 12,000,000 copies bought each month. 
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NORMAN A. LANGENFELD ROBERT J. RUNGE 
dryers and combos. It is a newly 
created position. 


Lau Blower Co.—Taking over a 
new position, Ralph Weaver has be- 
gun his duties as manager of mar- 
ket research for the Dayton, Ohio, 
company. 


Eureka Williams Corp.—Robert J. 
Runge is the new advertising and 
sales promotion manager for the 
Eureka division. He formerly was 
vice president in charge of market- 
ing for the Garfield-Linn Advertis- 
ing agency in Chicago. 


Conley Electronics Corp.—Juan 
Weidmann has been. appointed di- 
rector of exports of the special 
products division, manufacturers of 
MoodMaster, an automatic taped 
background music system for com- 
mercial locations. 


General Electric Co.—Norman A. 
Langenfeld has been appointed to 
head radio receiver sales in the 
company’s housewares and radio 
receiver division. 





ASSOCIATION NEWS 


Recommendations that Congress 
adopt a national federal sales tax 
were opposed last week by the 
National Reta‘l Merchants Assn., 
reaffirming its position. Benjamin 
M. Parker, chairman of NRMA’s 
taxation committee commented: 

“All excise taxes except those 
imposed on liquor and_ tobacco, 
whether they are imposed at the 
manufacturer’s or retailer’s level 
should be eliminated. Such taxes 
cause higher prices with no com- 
pensating increase in overall pur- 
chasing power with the natural 
result of a lessening demand for 
goods and services and a lessening 
of employment and production.” 

Sales taxes also strike hardest at 
those in the lower income brackets, 
Parker said. And they are expensive 
to collect on the retail level, he 
added. 


Three department store buyers 
were honored at a $100-a-plate 
dinner-dance at the Waldorf As- 
toria. George Edelstein and Gerald 
D. Levy, of R. H. Macy & Co., and 
Julian Seeherman, of Abraham & 
Straus, received the distinguished 
service award of the housewares, 
electronics and. appliances industry 
division of the Joint Defense Ap- 
peal. 

Proceeds will go to underwrite 
the civil rights programs of the 
JDA agencies, the American Jewish 
Committee and the anti-defamation 
league of B’nai B'rith. 


Colorado Rural Electric Power Use 
Advisors’ Assn. has been formed so 
that members may exchange ideas 
on rural electrification. Officers of 
the new group are: president, Ron- 
ald Wadleigh of San Luis Valley 
Electric Assn., Monte Vista; vice 
president-secretary, Howard Pease 
of Mountain View Electric, Limon. 
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A Quick Check of BUSINESS TRENDS 


FACTORY SALES 


apptiance-radio-T V index (1947-49 — 100) 


RETAIL SALES 

total ($ billions) 
APPLIANCE-RADIO-TV 
STORE SALES 

($ millions) 

FURNITURE, HOME 
FURNISHING STORE SALES 
($ millions) 

DEPARTMENT STORE SALES 
($ millions) 

VARIETY STORE SALES 

($ millions) 

MAIL ORDER STORE SALES 
_($ millions) 

HARDWARE STORE SALES 
($ millions) 

TIRE, BATTERY, ACCESSORY 
STORE SALES 

($ millions) 

CONSUMER DEBT 

owed to appliance-radio-TV dealers 
($ miilions) 

FAILURES 

of appliance-radio-TV dealers 
HOUSING STARTS 
(thousands) 

AUTO OUTPUT 

(thousands) 

PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-household equipment 
($ millions) 

DISPOSABLE INCOME 
annual rate ($ billions) 


CONSUMER SAVINGS 
annual rate ($ billions) 


LIVING COSTS 
index (1947-49 = 100) 


EMPLOYMENT 
(thousands) 


UNEMPLOYMENT 
(thousands) 


LATEST 
MONTH 


204 
17.7 
342 


586 


1142 
323 
149 
219 
211 


354 


32 
105.1 
43,958** 


18.9-++ 


335.1-H 


21.9+- 


125.2 


66,831 


3272 





Preceding 
MONTH 


166 
18.1 
358 


594 


1183 
315 
150 
230 
215 


354 


33 
120.4 
68,476** 


18.8-++ 


335.3+ 


24.1-+4 


124.8 


66,347 


3230 





YEAR 
AGO 


172 
16.5 
299 


559 


1055 
309 
129 
215 
189 


344 


33 
115.0 
123,088** 


17.6+ 


320.4-H 


26.0-+ 


123.7 


65,306 


3805 


THE YEAR 
SO FAR 


26.8% up 
(9 mos. 1959) 
8.9% up 
(9 mos. 1959) 
10.2% up 
(9 mos. 1959) 


5.9% up 
(9 mos. 1959) 


10.9% up 
(9 mos. 1959) 
48% up 
(9 mos. 1959) 
14.1% up 
(9 mos. 1959) 
5.1% up 
(9 mos. 1959) 
13.6% up 
(9 mos. 1959) 


2.9% up* 
(Sept. 1959 
vs. Sept. 1958) 


17.3% less 
(10 mos. 1959) 
18.3% up 
(10 mos. 1959) 
64.3% down 


7.3% up 
(3rd qtr. 1959 
vs. 3rd qtr. 1958) 


4.6% up* 
(3rd qtr. 1959 
vs. 3rd qtr. 1958) 


15.8% less* 


(3rd qtr. 1959 
vs. 3rd qtr. 1958) 


1.2% up 
(Sept. 1959 
vs. Sept. 1958) 
2.3% up 
(Oct. 1959 
vs. Oct. 1958) 
14% less* 
(Oct. 1959 








vs. Oct. 1958) 





*new index usec 
**figures are for the week ending Nov 
+figures are for quarters 


28, 1959 and preceding week (revised) 





A Quick Check of 


INDUSTRY TRENDS: 


An up-to-the-minute tabulation of estimated industry ship- 


ments of 15 key products. New figures this week are shown in 


bold-face type. 


DISH WASHERS 
DRYERS, Clothes, Electric 

Gas 
FOOD WASTE DISPOSERS 
FREEZERS 
INCINERATORS 
RADIOS, Home-Portable-Clock 

(production) 

RADIOS, Automobile (production) 
TELEVISION (production) 


REFRIGERATORS . 


(Units) Change 


% 


ELECTRICAL MERCHANDISING WEEK 


TAKING STOCK: A quick loek at the way in which 


the stocks of 50 key firms within the industry behaved 
during the past month. This unique summary is another 


exclusive service for readers of EM WEEK. 
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Weekly average for 50 stocks listed below 
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262 9 16 23 30 4 2:2 4 «Wt WB 25 I 15 1 8 18 22 29 5 
STOCKS AND DIVIDENDS 1959 CLOSE CLOSE NET 

IN DOLLARS HIGH LOW NOV. 23 | NOV. 30 | CHANGE 
NEW YORK EXCHANGE 
Admiral 29% 17 22% 22% - 
American Motors 2.40 96% 25% 86% 86 —- X% 
Arvin Ind. 1D 36% 23% 24% 24% —- ¥ 
Borg Warner 2 47% 37% 44%, 44% + % 
Carrier 1.60 48 34% 35% 37% + 2 
Chrysler 1 72% 50% 65 63% —- 1% 
Decca Records 1 21% 17 17% 18% + % 
Emerson Elec. 1.80B 697% 48% 66% 67 + % 
Emerson Radio %T 26% 12% 16% 16% -—- \& 
Fedders 1 22% 16% 17% 17% - 
General Dy. 2 66% 42% 44% 50% + 5% 
General Elec. 2 91% 74 83% 91% + 7% 
General Motors 2 58% 45 50% 51% + 1% 
General Tele. 2.20 79 60 75% 76% + % 
Hoffman Elec. .60 37 22% 31% 29% - &% 
Hupp CP4F 8% 5% 6% 6% - % 
Magnavox 142B 70% 48% 69% 67% —- 1% 
Maytag 2A 43% 32% 43 40% — 2% 
McGraw-Edison 1.40 48% 37% 40% 40 —- % 
Minn. Mining & Mfg. 1.60 168 111% 155 168 +13 
Montgomery Ward 2 53% 40% 50% 51 + % 
Monarch 1.20 24 18% 18% 18% + % 
Motor Wheel .60 21% 16 19% 20% + 1% 
Motorola 1% 161% 57% 152% 161% +9 
Murray CP 31% 25% 27% 27% -—- & 
Philco 4G 36% 21 272 282 + 1 
R.C.A. 1A 71 43% 66 71% + 5% 
Raytheon 3F 73% 43% §1 54% + 3% 
Rheem .30G 25% 17% 21% 23% + 2% 
Ronson .60 14% 10% 10% 11 + % 
Roper GD 34 18 20 20% + %&% 
Schick 17% 12 17% 16 — 1% 
Smith A.O. 1.60A 64 44% 49 51% + 2% 
Sunbeam 1.40A 664 50 59% 60 + % 
Welbilt .O7E 8% 3% 6 6 
Westinghouse 2.40 101% 70% 98. 103% + 5% 
Whirlpool 1.40 39% 28 31% 33% + 2 
White Sewing 14 7 10% 10% 
Zenith 1.60 136% 87% 120 122 + 2 
AMERICAN EXCHANGE 
Casco Pd. .30G 9% 4% 7% 7%| + % 
Century Elec. % | 11% 9% 9% 9% —- 
Du Mont Lab. 9% 6 8% 8 - % 
Herold Rad. 12% 5% 7% 8% + & 
lronite .15G 8% 5% 7% 8% + % 
Lamb. Ind. 5 3% 4% 4% + % 
Muntz TV 3% 1% 3% 3% - k% 
Silex 8% 2% 7% 8% + % 
MIDWEST EXCHANGE 
Knapp Monarch 4% 4% 
Trav-ler Radio - 8% 8% + 
Webcor - 10% 12% + 2 

















A—Also extra or extras. B—Annual rate plus stock dividend. D—Declared or paid in 1959 plus stock 
dividend. E—Paid last year. F—Payable in stock during 1959, estimated cash value on ex-dividend 
or ex-distribution date. G—Declared or paid so far! this year. T—Payable in stock during 1958, esti 
mated cash value on ex-dividend or ex-distribution date 














1959 1958 
(Units) 

Sept. 58,300 42,800* 

9 Mos. 396,000 | 288,400 
Oct. 100,834 | 115,133 

10 Mos. 719,877 | 623,824 
Oct. 68,835 65,272 

10 Mos. 370,218 | 287,205 
Sept. 81,500 56,200 

9 Mos. 553,800 | 435,500 
Sept. 101,700 | 121,200 

9 Mos. 987,700 | 835,900 
Sept. 4,500 5,500 

9 Mos. 32,900 36,200 
Week Nov. 20; 265,183 | 252,341 
46 Weeks | 8,866,843") 6,945,967 
Week Nov. 20 75,066 | 137,678 
46 Weeks | 4,912,556*) 3,037,350 
Week Nov. 20| 146,673 | 116,530 
46 Weeks | 5,632,374*| 4,396,138 
Sept. 355,700 | 295,200* 
9 Mos. 2,906,900 | 2,306,800* 





+36.21 
+-37.21 
- 3.73 
+15.40 
+ 5.46 
+28.90 


+-45.02 
+-27.16 


— 16.09 
+18.16 


— 18.18 
— 9.12 
+ 5.09 
+21.65 
— 45.48 
+61.74 


+25.87 
+28.12 


+20.49 
+26.01 























INDUSTRY TRENDS continuep 1959 1958 % 
(Units) (Units) Change 
RANGES, Electric—Standard Sept. 83,300 68,200 | +22.14 
9 Mos. 707,300 | 573,900*| +-23.24 
Built-in Sept. 73,900 53,600*} +-37.87 
9 Mos. 544,600 | 371,800*) +-46.47 
VACUUM CLEANERS Oct. 330,899 | 339,127 | — 2.43 
10 Mos. 2,836,882 | 2,684,473 | + 5.68 
WASHERS, Automatic & Semi-Auto Oct. 282,415 | 303,102 | — 6.83 
10 Mos. 2,475,487 | 2,253,654 | + 9.84 
Wringer & Spinner Oct. 91,729 | 100954 | — 9.15 
10 Mos. 780,857 | 755,140 | + 3.41 
WASHER-DRYER COMBINATIONS Oct. 24,798 22 843 | + 8.56 
10 Mos. 165,352 | 128,988 | +28.19 
WATER HEATERS, Electric (Storage) Sept. 71,000 74,300*| — 4.44 
9 Mos. 626,000 | 611,G00*! + 2.32 
WATER HEATERS, Gas (Storage) . Sept. 240,000 | 230,000 | + 4.35 
9 Mos. 2,281,400 | 2,003,100 | +-13.89 
*revised. Sources: NEMA, AHLMA, VCMA, EIA, GAMA 






















DECEMBER 7, 1959 ‘e 


A Frigidaire Dealer talks about his franchise... 


Relaxation. For F. O. Oliver of Kosciusko, Mississippi, that means a bass lake, boat 
and favorite spinner. He’s a good fisherman. And he’s a top notch Frigidaire dealer. His 
Kosciusko Implement Company outsells all other-brand dealers in the area. Mainly, that 
success comes from confidence in the Frigidaire written franchise. Ollie puts it like this... 


"When it's in writing, you're protected ! 


“So, you invest in inventory. You equip to give service. 


And you put out the extra effort needed for success. It’s worth it 
because you’re sure the rug won’t be pulled out from under you. 
That franchise is down on paper and signed by Frigidaire !”’ 


Frigidaire wants loyal dealers. But we realize that loyalty works 


both ways. So, first, we spell out our responsibility to dealers 
in a written selling agreement. Then, dealers reciprocate by he hep ES. DAI gy 
really doing a job for us year in and year out. Mr. Oliver, for 

example, has been selling Frigidaire exclusively since 1930. DIVISION OF GENERAL MOTORS CORP., DAYTON, OHIO 








Just over a year ago, Kelvinator instituted a series of moves, 
each designed to make your Kelvinator franchise more valuable. 


The first of these was the announcement of our consolidation of 
all appliance manufacturing in our Grand Rapids plants to 
further improve the quality of our products, to give us even more 
competitive production costs, and to serve you better from 
consolidated inventories. 


At the same time we told you of our determination to concen- 
trate our design and engineering on basic usefulness, dependa- 
bility, and economy of operation and of our plans to take the 
story of this product philosophy to consumers in a new type of 
‘plain facts” advertising. 


The introduction of 1959 products was highlighted by your new 
larger-inside, smaller-outside Foodarama, the spectacular leader 
of a complete line of “‘ more usable,” “‘ more convenient,’’ “‘ better 
quality” refrigerators. 


Then our new range line was introduced with our more “ useful”’ 
promise again exemplified by removable aluminum oven linings 
in every model regardless of price. 


During the year improvements were continually made in our 
washer and dryer products, culminating last summer with the 
great Deep Turbulent Water Action advantage plus such real 
conveniences as a lint filter and bleach dispenser in every washer. 


Retail salesmen’s training assistance and dramatic demonstra- 
tion material added to greater product appeal. The spectacular 
paper napkin washing demonstration, brought to customers on 
your sales floor in a color movie, was another example of 
Kelvinator’s leadership in developing new and more effective 
selling aids for dealers. 


The announcement of our Registered Franchise giving selected 
retailers a greater franchise security than ever before offered in 
our industry, was yet another indication of Kelvinator’s serious 
interest in the dealer and his welfare. 


All of these moves had but one real purpose . . . to increase 
dealer volume and profits from the sale of our products and to 
add value to your Kelvinator franchise. 


A Report To 


Kelvinator Dealers 


By H. L. Travis 
Vice President, Sales 
Kelvinator Division 
American Motors Corporation 






It wasn’t until April, 1959, that our new production facilities 
were in a position to fully supply your orders. 


We think you will be interested in the following chart that shows 
your sales increases in relation to the industry’s from that time 
on. We are proud of these figures, and we think you will be too. 


These sales gains are a result of more volume per dealer and 
especially more emphasis on Kelvinator by leading appliance 


_ retailers. Holding firmly to our limited franchise policy, the 


total number of dealers selling Kelvinator has increased less 
than 2% during the year. 


APPLIANCE BILLINGS TO DEALERS 
% OF CHANGE, 1959 OVER 1958 


PERCENT 
+ 48.6% 





@ INDUSTRY* 


@ KELVINATOR 
+34.8% 433.6% 


30 


20 


+4.6% 


APRIL MAY JUNE JULY AUGUST SEPT. 


*Source NEMA-AHLMA 
In addition, this sales result has reinforced our own conviction 
that consumers want quality products . . . that they will read 
and respond to “‘ plain facts” advertising . . . and that basic prod- 
uct usefulness is rapidly replacing ‘“‘price and gimmick” as the 
consumer’s measure of value. 


You may be sure 1960 will bring you more examples of Kelvin- 
ator’s determination to do everything we can to further raise 
the quality, business and advertising standards of our industry. 


We will never stop trying to be better people to do business with 
. .. to make your Kelvinator Franchise ever more valuable .. . 
to make our industry a proud place for dealers to invest their 
time and a profitable place to employ their capital. 


| 


KELVINATOR DIVISION © AMERICAN MOTORS CORPORATION © DETROIT 32, MICHIGAN 


ELECTRICAL MERCHANDISING WEEK 
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